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Rough Proofs 


Some of the newspapers call it the 
Atchison and some the Santa Fe. 
Tom MacRae had better get the boys 
together and straighten them out on 
this proposition. 


, Fe 


The Inclinator Company of Amer- 
ica is featuring its elevators for 
household use. Here at last is a na- 
tional advertiser who is sincerely in- 
terested in the uplift of the masses. 


. V 


In a burst of eloquence induced by 
the approach of the automobile 
shows, the Piston Ring Company as- 
serts that over 50,000,000 cars have 
been produced in the past thirty 
years, and that 300,000,000 pistons 
kept them going. The copy evidently 
was not submitted in advance to Mr. 
H. Ford, Esq., of Dearborn, Mich. 


¥ FV F 


With 1,000,000 electric refrigera- 
tors sold in 1931, and a $12,000,000 
campaign for electric ranges in sight, 
it looks as if the kitchen from now 
on is going to be the most popular 
part of the house. 


2. 


Speaking of kitchens, the Knicker- 
bocker Ice Company brags about the 
“cordial human relations” between 
its employes and its customers. 
There’s no ice-water in the veins of 
a Knickerbocker iceman. 


- FV 


“It takes a time of real danger,” 
says Listerine, “to establish the 
value of a mouth-wash in the eyes 
of the public.” 

And F. L. Cheever, Jr., wants to 
know if this is a new step in the 
Listerine program of market devel- 
opment. 


. FP 


In Germany, it seems, the adver- 
tiser guilty of unfair competition has 
to republish the offending copy, with 
appropriate comment, “in the name 
of the people.” 

From now on publishers will be 
able to find a first-class reason for 
regulation. 


7, FF 


The Christian Science Monitor an- 
nounced that all of the advertising 
space in its 32-page rotogravure sec- 
tion of January 7 was sold several 
weeks in advance. It’s nice to know 
there’s a shortage of white space 
somewhere. 


i al 


The Parmelee system in New York, 
it is explained, advertises “to pro- 
mote a better opinion of the cab- 
driver by the public.” After listen- 
ing to a few taxicab conversations, 
one would think the campaign should 
be planned to promote a better opin- 
ion of the public by cab-drivers. 


3 


Frank M. Surface is a regional 
vice-president of the American Mar- 
keting Society. Regardless of the 


-name, Dr. Surface can always be de- 


pended on to cover the ground. 
—_— a 3 


Buick is addressing a special ad- 
vertising campaign to the farm field. 
Evidently Buick doesn’t believe all 
these bear stories they’ve been print- 
ing about the farmer. 


+ °F 


Philco now claims 40 per cent of 
the radio set business. I hope the 
picture isn’t distorted. 

Copy Cus. 


Lee Ellmak 


er Purchases “Pictorial Review’ 


PACKARD WILL 
INVADE LOWER 
PRICE REALM 


Will Use Newspapers on 
Grand Scale 


Detroit, Mich., Jan. 7—Entry of 
the Packard Motor Car Company 
into a popular-price field with a line 
priced considerably lower than any 
previously built by that manufac- 
turer will be announced with sensa- 
tional display in greater New York 
newspapers Jan. 10. 

Announcement of Packard’s 1932 
models in its conventional price 
class will be made at the same time 
through the same mediums. 

The trade will be informed of the 
company’s plans for 1932 through 
distributor-dealer meetings called for 
one day earlier in New York and 
Los Angeles, to be followed by space 
in automotive trade journals. 

National advertising, however, will 
not start until after Feb. 1, when, it 
is understood, Packard will embark 
upon the most extensive newspaper 
schedule it has ever employed. 

Promotion of the lower-priced 
automobile is taken as the reason 
for this radical switch of advertis- 
ing policy by a manufacturer who 
has concentrated heretofore largely 
upon class magazines. 

Women’s publications, general 
magazines and direct mail, however, 
will not be slighted in plans for 
marketing the higher-priced lines. 
The magazine schedule will be drawn 
to fit the reception given the new 
models at the automobile shows. 

A factory brochure, “Countrywide,” 
has been prepared for distribution 
by dealers. Institutional in manner, 
it calls the roll of all the states, and 
answers with a letter from a Pack- 
ard owner in each. 

The Packard slogan, “Ask The 
Man Who Owns One,” will be used 
throughout the year. 

Following dramatic announcement 
of new Hudson and Essex models in 
New York newspapers of Jan. 9, and 
in two four-color spreads in the cur- 
rent issue of The Saturday Evening 
Post, the Hudson Motor Car Com- 
pany will expand its 1932 schedule 
to include 1,800 newspapers, in addi- 
tion to magazines and direct mail. 

Spreads will be used in every issue 
of the Post through Feb. 20 and a 
number of other magazines will be 
used. The new Hudson and Essex 
will be heralded as “Pacemakers for 
1932.” 


Sloan Optimistic 


Detroit, Mich., Jan. 8.—‘We know 
we have the first lien on the pur- 
chaser’s budget,” said Alfred P. 
Sloan, Jr., president of General 
Motors Corp., in a pre-show an- 
nouncement. 

“The motor car is the last thing 
the individual gives up. No industry 
could have a greater foundation of 
opportunity.” 

Mr. Sloan said new motor offer- 
ings represent greater value than 
ever before, embodying new ideas in 
artistic effect and technical develop- 
ment. 


Rosenwald 
Built on 
Hones 


Chicago, Jan. 7.— “Protect your 
customer, even against himself.” 

Thus Julius Rosenwald, head of 
Sears, Roebuck & Co., who died here 
vesterday, explained the guiding 
principle which made him the great- 
est merchant of his time. 

Unlike many contemporary leaders 
of business, Mr. Rosenwald was not 
primarily an organizer or financier, 
but a practical merchant who found 
his greatest satisfaction in selling. 

In his many active years as head 
of the giant mail order and chain 
house, he was never happier than 
when studying merchandise and mar- 
ket trends, formulating sales policies 
or writing and editing copy. 

As the author of the final draft of 
the famous “satisfaction - or - your- 
money-back” guarantee, which ap- 
pears on the second cover of every 
catalog, Mr. Rosenwald won a place 
in the first rank of copy writers. Its 
eloquent simplicity and logic caused 
it to be referred to as the Gettysburg 
address of business literature. 

Mr. Rosenwald relished personal 
selling as much as the preparation 
of copy. He often expressed regret 
over the absence of opportunity for 
personal contact with customers dur- 
ing his mature business years. 

However, he fed this interest 
vicariously through contacts with 
small retailers in agricultural com- 
munities. When approached through 
correspondence or otherwise, he gave 
these small ‘competitors helpful in- 
formation drawn from his business 
experience. 


Helped Small Dealer 


A magazine writer who learned of 
this interest in the other fellow, util- 
ized it to overcome Mr. Rosenwald’s 
aversion to talk about his achieve- 


Policies 
Faith in 
ty of Public 


SALES GENIUS 


Julius Rosenwald 


ments. He asked for facts to help 
small storekeepers increase their 
business, and got one of the most 
satisfactory interviews Mr. Rosen- 
wald ever gave. 

At the start of the century, when 
anti-mail order agitation was rife, 
Mr. Rosenwald pointed out that his 
activities were helping all retailers 
by making people want more and 
better merchandise, and that if local 
merchants adopted Sears policies, 
they could take the mail order busi- 
ness away. 

He said then that his local com- 
petitors would eventually, through 
necessity, become better merchants 

(Continued on Page 15) 


president. 


Buick Motor Compan 


Pittsburgh, has been placed with Yo 
March 1. 


Insurance Companies 


campaign to halt lapses of policies. 


Last Minute News Flashes 


Dunham Officer of Hays MacFarland & Co. 


Chicago, Jan. 8.—John H. Dunham, who recently resigned as chairman 
of the board, Dunham-Younggreen-Lesan Co., has become vice-president 
and a member of the firm of Hays MacFarland & Co. 
cured the account of the O’Cedar Corp., Chicago. 


This agency has se- 


O’Shaughnessy Joins Advertising Incorporated 

New York, Jan. 8.—James O’Shaughnessy, for many years executive 
secretary of the American Association of Advertising Agencies, and later 
business manager of Liberty, has joined Outdoor Advertising Inc. as vice- 


y Advances Churchill 


Flint, Mich., Jan. 8.—C. W. Churchill has been appointed vice-president 
in charge of sales for the Buick Motor Company and has been succeeded 
as general sales manager by George H. Wallace. 


$3,000,000 Account to Young & Rubicam 


New York, Jan. 8.—The $3,000,000 account of the Gulf Refining Co., 


ung & Rubicam, New York, effective 


in Co-operative Drive 


New York, Jan. 8.—Life insurance companies will use a co-operative 


RELINQUISHES 
HIS CONNECTION 
WITH MACFADDEN 


Fowler Is President of New 
Company 


New York, Jan. 7.—Pictorial Re- 
view, fifth largest woman’s magazine, 
has been bought by Lee Ellmaker, 
who has severed his connection with 
Macfadden Publications, Inc., to de- 
vote all of his attention to the 
magazine as publisher. 


The purchase includes not only 
the magazine and its pattern busi- 
ness, but its subsidiary, the Excella 
Corporation, with its pattern busi- 
ness, the 13-story building on West 
39th street, New York, and all other 
assets. The price was not revealed. 

George S. Fowler, who has been 
vice-president of the Pictorial Re- 
view Publishing Co., becomes presi- 
dent of the new company. 

Pictorial Review carried $6,508,000 
worth of advertising in 1930, being 
exceeded in the women’s field only 
by Ladies’ Home Journal, Good 
Housekeeping, Woman’s Home Com- 
panion and McCall’s. 

Pictorial Review was founded in 
1899 by William P. Ahnelt. At that 
time, other women’s publications 
were from 11 to 31 years old and 
scant hope was accorded the new en- 
terprise. Its present circulation of 
well over 2,000,000 is sufficient proof 
of how the prophets were discon- 
certed, however. 


Kinney Is Retained 


Mr. Fowler said there will be no 
change in the personnel of the ad- 
vertising department, of which T. 
Wylie Kinney is manager. He also 
indicated the magazine will continue 
to feature modishness in women’s 
dress and the advance styles which 
are sent direct from Paris by its 
European director. 

So many rumors were current fol- 
lowing announcement of the trans- 
fer of Pictorial Review that Joseph 
Schultz, general counsel for Macfad- 
den Publications, Inc., issued the fol- 
lowing statement, Jan. 6: 

“A good deal of confusion and mis- 
understanding seem to have resulted 
from the announcement of January 
4 concerning the acquisition by Mr. 
Lee Ellmaker of Pictorial Review 
and its affiliated interests. 


“In order to correct any erroneous 
impression thus created, both Mac- 
fadden Publications, Inc., and Mr. 
Ellmaker wish it clearly understood 
that Pictorial Review was purchased 
by Mr. Ellmaker as an individual, 
and that Macfadden Publications, 
Inc., neither directly or indirectly, 
has any interest with him nor with 
any others in this publication. 

“Although it was originally con- 
templated, and was so announced, 
that Mr. Ellmaker would continue in 
an executive capacity with Macfad- 
den Publications, Inc., and supervise 
some of its newspaper properties, he 
now finds that the business of Pic- 
torial Review and its affiliated inter- 
ests will require all of his time and 


therefore it has been mutually agreed 


b as . fi = at i : — er: A : qe : Ree ey tae Ey a - 
ae ayer ae et ; : % 2 - i ; 5 = c ‘ . oy mn : : : OE oe) ata Sega) CR ie a 
Re ieee 
ez 
eae ye 5 a Hye ; 
cate ae ge 2 i : 
BA eee se 
PO tee een, « 
ay ist 
i ' e. 
— a 
sae ae 
é i He 
| ee ice 
ators al 
ao an %) 
ieee. ogee ie 
it, re ee aie oe 
gta: oie eat 
ng Nm hae ee | ik a ee 
. ‘agent ke Sager 
Rk. tee 5 Sea 
pine cay Seu 5 Oakes 
a ae, a rigmee 
ne Ree Ber 5 ie Sag 
_ pines 
gee ne ie 
4 6 Oe : ieee 
fey i 
$7 Oy ae 4 
ee ean. 
Sa nd os sae 
aa” Big = PF SS is ‘ ae i 
a ae er 
<i ie a i 
Died cake , sl cy 
See | eis 
eat: oe ‘See 
ogee a Z = 
“oe Se = ne. 
eine a an . ae Se 
ie en ——__—_—- i a os 
iif et pees - J ener Poe 
Se ae aos . .s 
a ieee) 
5 y bs 
he ie ees a bg i 
oe < 
§ es ; bee 
f é ae os = 
—_~ ~ , oe 
i Sha a ia  , — 
cs i 7 ‘> 
. . “A Dy : cf 
a: eal see's a? ’ 
| a iy - maf = 
‘ a NSN = Be, ea Seger a Ee 
; et ees aS a ey ee eS 
a eR wor errr ae [oe a 
ger ee ee eee a 
eee res ep ae 9 ey ey 4 
aie mat ls MH ats , - 5 
re 8 | Seiieg ae ie eee ahs 
a SS aie 
‘ SS ps ir ae aa ener Perens a ts 
. . be Be AEs aia 1: ee 
| SS ee sit 
5 - . SS > Parks ; 
aid ~ : , “at Kia. hay 
noe ory ae i 4 SS : : i - 
ere say } : ee 
= aes aniseed 
oo “eet rs 
ee: ' ee 
- Pe mean 
fhe) coke 
- A Ms 
? ae 
ion eee E 
ee soe 
li erate Wes che eg eri 
BE he eas 
2 eet ie / ‘i a 
ee a a er 
a "ls 
ihe hg eee 
A ee at ; . 
a a 
Pre pli eke , 
oy 
| a 
zi 
en eT Ee ht Oe : 
. } 
ian 
re 
pres | | 
=) 
en a 
iy oe Soe | 
aC Ones 
Tat ce | oa 
Pa Aire, Rae . 
| ee 
_ 
ee ke Re TS Loc ee eee NY hue eee 5 eee * “ Os oak naa eB: Pa 7 pee a 7 A’. eee 7 : ; P “6 
ees We ne So Nea ite eee ae ee Te ere SS igs roa ae saa PL 2 Fi is ae tot cope Oe : : 
et gees, oe ee yn ee ie ae a a ee ee ee reregecds ocr ee ee 
i ee ee ee | ee ee sD og a ela Sa eee 
Se. ee ae > ee me Ce ae ae icone eek c= ay ein Fae at MRS SS. ia ARR 62 ae a aa Ni iit 
= git Ds ‘ ake a een eo Sere ee ie? - Ser ate Set Sah leer ee eer ven Be ae i dy adie Stake : 4 are) AP, Rees fea =, an ea camer Aa i sda te: a0 ile tae 
ae oe a A a ee ae ee Pei : Bee erat ction aia Se eae 2% 32S ieee meres Sore ae : ee Bigs ee i ae URE ane ae 
far Ryo Ban eS ee Ym, ee oa ae ge Fy ere a. gt Pe : mete aay bo Oe mr Bere cs ie Mare ey Felecia i So: % 
Ser Aa ag PERRET, Se oR Se ah Ea, *. ede rename Seeing) Ro SE a ia Ae eet oe ae ee eR aaa, ea ats Sg I oe Bets ak ote eee We Me 8d ee ee 
7% whathy GaP eh ee ee, Sy ieee ae es Ye np \e SE Og eet eee |. aes ter) - et SA eS ee zai as a poe, pre ake ceed ick age Fy A “creer EATS gt aes ve ee bare e ° > Pe wb rial ge Noni 


ADVERTISING AGE 


January 9, 1932 


that he discontinue all connection 
with Macfadden Publications, Inc. 

“Accordingly, Mr. Ellmaker has 
this day severed all his connections 
with Macfadden Publications, Inc., 
and its subsidiaries.” 


Ellmaker’s Statement 


Mr. Ellmaker also said he is sole 
owner of Pictorial Review, and “no 
one else has a dime in it. 

“It is true that I own a substantial 
interest in the Philadelphia Daily 
News, which is affiliated with Mac- 
fadden,” he continued, “but I am 
hardly in a position to sever my con- 
nection with the News.” 

Mr. Ellmaker is founder and pub- 
lisher of the Philadelphia Daily News 
and is a director of the National 
Publishers’ Association. He founded 
and published the Detroit Daily, 
leaving that paper to become pub- 
lisher of Liberty a year ago. For the 
past three years he has been execu- 
tive vice-president of Macfadden Pub- 
lications, Inc. 

Mr. Fowler was formerly a direc- 
tor of the Audit Bureau of Circula- 
tions. From 1909 to 1925 he was 
advertising manager of Colgate & 
Co., except for one year during which 
he was executive secretary of the 
American Red Cross Organization. 

For three years he was actively 
connected with the J. Walter Thomp- 
son Company, thereafter being vice- 
president and sales manager of the 
Simmons Company from which he 
resigned early in 1931 to become 
vice-president of Pictorial Review. 


Geyer Expands Staff 


Robert C. Dillon, H. Glen Jocelyn 
and Catherine Cleary have joined the 
New York staff of the Geyer Com- 
pany, Dayton, O. The men are ac- 
count executives and Miss Cleary is 
stylist. 


“Special” Appointed 
American Agricuiiurist, New York, 
has appointed E. Katz as represen- 
tative. 


TAKE HELM OF "PICTORIAL REVIEW" ; 


Lee Ellmaker 


George S. Fowler 


Salada in Newspapers 


Newspaper space will dominate the 
1932 schedule of the Salada Tea Co., 
Boston, Herbert C. Claridge, adver- 
tising manager, said at a sales con- 
ference this week. 


English Pressman Dead 

Cc. P. Scott, managing director of 
the Manchester Guardian, one of 
England’s famous papers, died Jan. 
1 at 85. 


Joins Baking Company 

Vance Chamberlain, formerly with 
the Grishwold-Eshleman Co., Cleve- 
land agency, has joined the J. Spang 
Baking Co. as advertising and sales 
promotion manager. 


Appoint N. W. Ayer & Son 

Keasbey and Mattison Co., Ambler, 
Pa., asbestos shingles and other 
asbestos products, has appointed N. 
W. Ayer & Son, Philadelphia. 


IN EVERY SECTION 


WBZ-WBZA GIVE YOU AN 


* 
OF NEW ENGLAND 


L- is a fact that the synchronized stations WBZ-WBZA are 
the only stations having an audience in every trading area in 


New England. 


It is a fact, too, that through no other channel can you reach 
a group of listeners as representative of the New England 
market as the WBZ-WBZA audience. 


These facts were recently established by the application of the 
Westinghouse Yardstick of Audience Value to the radio au- 
diences in 103 cities and towns throughout New England. 


In this territory, alone, the daily average audience of Westing- 
house Radio Stations WBZ-WBZA is more than 421,000—a 
vast audience and a vast market, representing all the trading 


areas in New England. 


Write, ’phone or wire any one of our offices listed below, for 
facts about Westinghouse Radio Station audiences—facts that 
will permit greater accuracy in the distribution of your broad- 
cast advertising effort, and in the coordination of your sales 
activity with broadcast advertising. 


BROADCAST ADVERTISING—A PRIMARY ADVERTISING FORCE 


NGHO© RADIO STATIONS 
WBZ-WBZA KDKA KYW-KFKX 
990 Kilocycles 980 Kilocycles 1020 Kilocycles 
Boston, Mass., Hotel Bradford  ——COMMERCIAL OFFICES—- — New York, N.Y., 50 E. 42nd St. 


Springfield, Mass., Hotel Kimball 


Pittsburgh, Pa., Hote! William Penn 


Chicago, !II., 1012 Wrigley Bidg. 


Shoe Industry 
Demands, Gets 
Something New 


Chicago, Jan. 7.—Dealers attend- 
ing the style forum of the National 
Shoe Retailers’ Association this week 
clamored for new and different lines 
and some manufacturers anticipated 
the demand with new models. 

Violet Ray and Foot Breezer 
shoes, lightweight models in per- 
forated leather, were good sellers, as 
were shoes equipped with the new 
Darex Insulating Sole, produced by 
the Dewey and Almy Chemical Co., 
Cambridge, Mass. 

One of the first manufacturers to 
adopt the new sole, the E. T. Wright 
Company, Rockland, Mass., has be- 
gun a campaign in Fortune featur- 
ing its use on “Executive” models. 
Dealers have co-operated by install- 
ing window displays consisting of a 
huge cake of ice with a shoe perched 
on top and thermometers in both the 
ice and the shoe. 

Among novelties exhibited in wom- 
en’s lines were the Gandhi sandal 
and the Bally-Shu. The latter, de- 
signed for the flapper trade, is made 
of cloth on which wisecracks are 
printed. 


MOHAWK OFFERS 
RUG-OF-MONTH 


New York, Jan. 8.—“Rug-of-the- 
month,” tells the story of 1932 pro- 
motion plans of Mohawk Carpet 
Mills, Inc. James D. I. Husband has 
become director of sales, succeeding 
George Lambie, resigned, and Lester 
E. Green has been appointed general 
sales manager. 

Each month, specific lines or 
grades of Mohawk rugs will be spot- 
lighted in the advertising. The 
lines thus featured will be those 
which have proved fast sellers, prof- 
itable to dealers. 

A survey by the company points 
to style as the element uppermost in 
the consumer’s mind. Every piece of 
Mohawk copy will carry the phrase, 
“Mohawk styled rugs and carpets.” 
Price will receive secondary em- 
phasis. 

A. & M. Karagheusian, Gulistan 
rugs, will again rely on newspaper 
rotogravure sections to stress the 
distinction of Oriental designs. 


“Chatelaine” Appoints 


The MacLean Publishing Co., To- 
ronto, has appointed G. W. M. 
Breadner to represent The Chatelaine 
in the New York office under G. R. 
Donaldson. 


Block Promotes Wagner 


Frederick Wagner has been elected 
a vice-president of Paul Block and 
Associates. His headquarters will re- 
main in Los Angeles, where he will 
function as Pacific Coast general 
manager. 


FIRESTONE OUT 
OF B. B. BUREAU 
IN COPY FIGHT 


Favoritism Alleged by Tire 
Company 


Akron, O., Jan. 7.—Alleging the 
National Better Business Bureau, 
Inc., has favored mail order houses, 
the Firestone Tire & Rubber Com- 
pany has resigned from the organi- 
zation. The letter to Edward Greene, 
general manager of the Bureau, was 
signed by B. M. Robinson, secretary. 

That Firestone advertising and 
other policies have been conspicu- 
ously successful was indicated by the 
report for the fiscal year ended Oct. 
31, 1931, just released. It showed a 
net profit of $6,028,630, compared 
with $1,541,034 in the 1930 fiscal 
year. 

“If you had gone over the adver- 
tisements of the large mail order 
houses and the tire industry,” Mr. 
Robinson wrote in part, “we cannot 
see how you could help but come to 
the conclusion that the ten ‘Defini- 
tions of Tire Terms’ which you sent 
out as a bulletin were prepared for 
the special benefit of the large mail 
order houses and that these mail or- 
der houses were using the National 
Better Business Bureau in an effort 
to substantiate their claims and fur- 
ther their own interests. 

“We sent you a copy of a letter in 
which Sears, Roebuck asked news- 
papers not to run our advertising, 
claiming we were breaking the code 
or ‘Definitions of Tire Terms’ drawn 
up by the National Better Business 
Bureau. Shortly after this you wrote 
us a personal letter and sent out a 
bulletin withdrawing or making rec- 
ommendations that advertisers avoid 
the use of five of the ‘Definitions of 
Tire Terms.’ 


Fight Over Definitions 


“From this bulletin we felt sure 
you had seen the embarrassing posi- 
tion in which you had placed the 
National Better Business Bureau and 
that you wanted to gracefully with- 
draw these definitions. Accordingly, 
with the next circular we sent out 
to the tire trade we included a copy 
of your bulletin—also a copy of 
Sears, Roebuck’s letter to the news- 
papers—and we made this state- 
ment: 

“*When the National Better Busi- 
ness Bureau saw how they were be- 
ing used to the advantage of the 
mail order houses and to the detri- 
ment of car owners and local tire 
dealers, they issued the bulletin, re- 
produced on the opposite page, which 
in substance retracts their defini- 
tions.’ 

“You immediately sent out an- 
other bulletin stating: 

“«. , . the National Better Busi- 
ness Bureau hereby asserts it has 
not retracted its definitions as sent 
to the tire trade. Whoever was re- 
sponsible for publishing those state- 
ments had no authority to intimate 
in any way that the National Better 
Business Bureau had retracted these 
definitions in substance or other- 
wise.’ 

“We are unable to understand this 
in view of the fact that your bulle- 
tin of July 10 recommended: 

“*That advertising to the con- 
sumer shall avoid the use of these 
terms for the purpose of comparing 
competitive products.’ 


Charge Favoritism 


“In contrast with this and against 
your bulletin of July 10, 1931, in 
which you advised that—Although 
each manufacturer’s or distributor’s 
first line tire may represent his best 
standard size 4 or 6 ply tires, there 
is not necessarily any equality of 
competitive first line tires as to ma- 
terials, workmanship or _ price’— 
Sears, Roebuck has continued the 
flagrant use of comparing its first 


grade tire with other manufacturers’ 


CeCo Announces 
New Tube, Two 


Other Products 


Providence, R. I., Jan. 7.— Manu- 
facture of a new precision tube under 
the trade-mark, “Citation” was one 
of three developments announced by 
the CeCo Manufacturing Company at 
its sales convention. 

The company will open an indus- 
trial division in charge of Charles O. 
Cressy to develop uses for the photo- 
electric cell in manufacturing. This 
department will also make “Mertact” 
mercury switches. 

The third activity is the manu- 
facture of lamp bulbs for thera- 
peutic purposes, with industrial and 
home lighting to come. Lamp bulbs 
of glass said to be made by a secret 
formula will be imported from Ger- 
many. The filaments will be in- 
serted and closed in the Ceco factory 
under an organization called the 
Providence Electrical Therapeutical 
Laboratories. 


advertised highest quality first grade 
tires, both in price and quality, and 
yet you took no exception to their 
action, but do take exception to Fire- 
stone comparing the construction, 
quality, and price of their tires with 
mail order house tires of similar 
grade, quality, and price. 

“You followed this in November 
with the issuance of another bulletin 
attacking our ‘two extra cord plies 
under the tread,’ and we are also in- 
formed you are showing unusual in- 
terest in the complaint that a large 
mail order house has filed against 
Firestone with the Federal Trade 
Commission. 

“It is not possible for us to reach 
any other conclusion than that you 
have joined with the mail order 
houses and their tire suppliers in an 
attack upon Firestone advertising, 
which is unwarranted and which 
does not stand for the principles for 
which we feel the National Better 
Business Bureau, Inc., was organized. 
We therefore have no choice except 
to withdraw our subscription and 
the support we have given your or- 
ganization.” 


Baltimore Elects 
Departmental Chiefs 


For the third consecutive year, 
Richard W. Freeman has been elected 
chairman of the Direct Mail Depart- 
mental of the Advertising Club of 
Baltimore. Other officers are J. 
Frederick Michel, first vice-chair- 
man; Esmond L. Sutcliffe, second 
vice-chairman; Vernon Helwig, sec- 
retary, and Clarence Klingel, treas- 
urer, the last two being re-elected. 

The Sales Managers Conference 
will be headed by Bryce Gillespie, 
chairman; Jack Wilen, vice-chair- 
man, and John A. Archer, secretary. 


Cunningham Buys 
“Florida Grower” 


John F. Cunningham has taken 
over control of the Florida Grower, 
Tampa. An _ ex-president of the 
American Agricultural Editors’ As- 
sociation, he was formerly editor of 
Ohio Farmer and later president of 
the Wisconsin Farmer Company. 

Marvin H. Walker and Charles M. 
McLennan continue as editor and 
advertising manager, respectively. 


Start Research Service 
The Gordon B. Zellers Organiza- 
tion, market research specialists, has 
been founded in the Zellers building, 
Cleveland. 


Pick Street & Finney 
The Stanback Co., Salisbury, N. C., 


has appointed Street & Finney, New. 


York, for Stanback headache pow- 
ders. Newspapers will be used. 


Bender to Alaska 


Robert W. Bender has left Fox 
West Coast Theaters to become co- 
publisher of the Alaska Daily Em- 
pire, Juneau. 


Agency for Caille 


The Caille Motor Co., Detroit, has 
placed its account with Harold 


Aarons, Inc., Detroit. 
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Reilly Reveals Why and When to Sample 


METHOD FAILS 
IF 38 PER CENT 
ARE CUSTOMERS 


Washington, D. C., Jan. 5.—One 
manufacturer of a five-cent product 
found it profitable to sample in mar- 
kets where the proportion of house- 
wives already using the product was 
38 per cent or less, William J. Reilly, 
New York, told the American Statis- 
tical Association last week. 

The crews saved the addresses of 
homes in which they had placed sam- 
ples and two months later, the own- 
ers were interviewed to learn (1) 
whether they were non-users before 
they received the sample; 2, whether 
they liked or disliked the product; 
and 3, whether the trial had induced 
non-users to buy a package at the 
grocery. 

One year later, non-users who had 
bought were interviewed to learn 
whether they still used the product 
and to what extent. 

“The testimony of housewives,” 
Mr. Reilly said, “indicated many non- 
users gave the product a fair trial 
and became converted.” 

It cost the manufacturer 40 cents 
to deliver a trial package to the 
housewife. Only 75 per cent of all 
families to whom a trial package was 
given were non-users. This made the 
cost 53 cents per package per non- 
user. Only 22 per cent of families 
receiving the sample were non-users 
who later bought a package at the 
grocer’s. This made the cost per 
new user $1.82. — 


Checking Results 


Interviews a year later showed 
that 13 per cent of families receiv- 
ing the sample were still buying and 
could be considered new users won 
by the campaign, at a cost of $3.08 
each. 

On the basis of a net profit of 5 
cents per package, and an average 
consumption of two packages per 
month, the profit per user was $1.20 
a year. Three years was considered 
a reasonable time to wait before the 
profit secured from a new user’s 
business paid for the cost of secur- 
ing the business. The estimated 
worth of a new user was therefore 
set at $3.60. 

In one city the cost of new users 
by this method was $3.08, in a sec- 
ond, $2.37, and the plan promised to 
be profitable. 

Mr. Reilly explained, however, that 
when the per cent of regular users 
reached is high, the cost of reach- 
ing non-users may be so great as 
to make the plan futile. 

In certain sections of the country, 
prices of competing products were 
so low and price resistance so high 
that an adequate return on sampling 
was found impossible. 


Start Own Department 


The Lyon Van & Storage Co., Los 
Angeles and other California cities, 
has established its own advertising 
department. C. Harold Sexsmith, 
late of the H. Charles Sieck Agency, 
is in charge. 


Move Branch Office 


The Philadelphia office of Better 
Homes & Gardens, Des Moines, Ia., 
in charge of Geo. P. Millington, has 
moved from 208 to 133 South 12th 
street. 


With “Farm Mechanics” 


Frank Showers, for 22 years ad- 
vertising representative of Standard 
Farm Papers in the Central West, 
will henceforth cover the same ter- 
ritory for Farm Mechanics Magazine, 
Chicago. 


Craveroiler to Ullman 

Craveroiler Company of America, 
Philadelphia, has appointed Roland 
G. E. Ullman, Advertising, Philadel- 
phia. A magazine campaign is 


planned, with direct mail already 


Hebert Leaves Reach 


Albert E. Hebert resigned Jan. 1 
as vice-president of the Chas. Dallas 
a ag Advertising Agency, Newark, 


Jacoby in Philadelphia 


The Jacoby Organization, New 
York direct mail house, will open a 
branch in Philadelphia Jan. 12. 


Expand Quarters 
Alfred J. Silberstein, Inc., New 
York agency, has moved from 310 


Fifth Avenue to larger quarters at 
12 East 44th Street. 


QUALITY GROUP 
NAMES MERRITT 


New York, Jan. 8—At a meeting 
of the executive committee of the 
Quality Group, Leonard Drew, busi- 
ness manager of Current History 
Magazine, was elected sales manager. 
Gordon Gannett will continue in 
charge of the Group’s offices in Chi- 


cago, and Warwick S. Carpenter will 


henceforth represent the Group on 
the Pacific coast. 

At the same time it was announced 
that Carroll D. Merritt, business 
manager of Scribner’s Magazine, has 
been re-elected chairman of the Qual- 
ity Group executive committee. The 
members of the committee are Nel- 
son J. Peabody, publisher of Atlantic 
Monthly; Leonard Drew, W. W. 
Sellew, advertising manager of 
Forum and Century; Charles B. 
Parker, advertising director of Har- 
per’s Magazine; Edward F. Healey, 
advertising manager of Review of 
Reviews, and Mr. Merritt. 


The Quality Group magazines are 
Atlantic Monthly, Ourrent History 
Magazine, Forum and Century, Har- 
per’s Magazine, Review of Reviews, 
and Scribner’s Magazine, with execu- 
tive offices at 597 Fifth Avenue. 


Succumbs to Injuries 


J. M. Leigh, for 17 years on the 
advertising staff of the San Antonio 
Express and Evening News, suc- 
cumbed last week to injuries re- 
= in an automobile accident 
ct. 5. 


Bauerlein Is Colonel 


G. W. Bauerlein, president of the 
New Orleans agency, has been com- 
missioned a Colonel of the State 
militia. 


ANNOUNCING 
the purchase of 


by 


PICTORIAL REVIEW 


LEE ELLMAKER /n association with GEORGE S. FOWLER 


Mr. Ellmaker, the new publisher, a director of 
the National Publishers Association, was the 
founder and publisher of the Philadelphia 


be no change in the Advertising Department 
of the magazine, which was organized last 
fall, with T. Wylie Kinney as Manager. 


Daily News, the publisher of Liberty for the 
past year, and for the past three years has 
been actively associated as executive Vice 
President of Macfadden Publications, Inc. 
Mr. Fowler, the new President, has been 
Vice President of the Pictorial Review Com- 
pany, having joined it last April. Previous to 
that time, he was Advertising Manager of 
Colgate & Co. for sixteen years, was for three 
years with the J. Walter Thompson Company, 
and later became Vice President and General 
Sales Manager of the Simmons Company. 
The new President announces that there will 


The purchase of the Pictorial Review Com- 
pany includes not only the magazine and its 
pattern business, but also its subsidiary, the 
Excella Corporation, with its pattern busi- 
ness, the Company’s 13-story building on West 
39th Street, New York, and all other assets. 


° ° ° 


The youngest magazine in its field, Pictorial 
Review has established a record known to read- 
ers and advertisers alike. With the continued 
support of the editorial staff that has made 
such a splendid magazine possible, the new 
management recognizes fully the challenge 
and the opportunity that exists for the future. 


PICTORIAL REVIEW COMPANY 


under way. 
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Julius Rosenwald 


The late Julius Rosenwald con- 
tributed greatly to business and to 
advertising. In the development of 
a successful technique for mail-order 
selling, he found that the first re- 
quirement was confidence in the 
house on the part of the customer. 
The distant company which sent the 
catalog was not always well-enough 
known, in the early days of the busi- 
ness, to insure complete belief in the 
quality of its wares and the accuracy 
of its descriptions of merchandise. 
Mr. Rosenwald met the situation by 
the development of one of the first 
wide-open guarantees — “Satisfaction 
or Your Money Back.” 

This offer, published regularly in 
its advertising and in its catalogs, 
won confidence, and demonstrated to 
the most wary buyers that they could 
afford to send their orders to Sears, 
Roebuck & Co. without fear of pos- 
sible dissatisfaction. The policy was 
so sound, from the standpoint of 
building customer good-will and pub- 
lic confidence that it was generally 
adopted. That was only one of the 
common-sense methods he employed 
in his successful program of building 
one of the greatest merchandising 
businesses in the world. 

Because belief in advertising is 
the foundation-stone of its value, and 
because everything in the policy de- 
veloped for Sears was intended to 
cultivate, develop and protect thor- 
ough confidence and belief in the 
advertising and the house back of it, 
Mr. Rosenwald did a great deal to 
create increased belief in all adver- 
tising, and hence to make the road 
of every advertiser easier and more 


profitable than it had ever been 
before. 

In the same way, the pioneering 
which Sears, Roebuck & Co., under 
Mr. Rosenwald’s direction, carried 
on, to break down the resistance of 
the public to the use of advertising 
as a source of buying information, 
was helpful to every user of adver- 
tising, whether he sold by mail or 
not. For many generations consum- 
ers were accustomed to see and ex- 
amine the goods they bought, and to 
regard what they saw as the best 
guide to their buying decisions. The 
mail-order houses persuaded hun- 
dreds of thousands of people to rely 
on the printed word for accurate and 
dependable descriptions of merchan- 
dise, which they learned by experi- 
ence equaled the expectations created 
by the printed descriptions. 

Mr. Rosenwald insisted upon ac- 
curate and complete descriptions of 
goods in the catalog, and this policy, 
together with an unequivocal guar- 
antee of satisfaction, was a big fac- 
tor in making people learn to accept 
advertising as a convenient and de- 
pendable source of buying informa- 
tion. Today advertising plays such 
an important role in every-day buy- 
ing that the somewhat slow and un- 
certain advance toward this tre- 
mendously important goal is some- 
times lost sight of. Mr. Rosenwald 
was one of those whose advertising 
helped to insure progress. 

The career of Mr. Rosenwald is 
full of lessons for advertisers, and 
advertising men may well be grate- 
ful for his contributions to business 
at large and to their own field in 
particular. 


The Specialties Are Selling 


Because so much talk is heard of 
the deflation of general commodity 
prices and the difficulties of those 
who are selling staple products, it is 
sometimes forgotten that specialties 
are usually nothing more than 
staples which have been dressed up 
and sent to market with new and at- 
tractive names. The old product has 
been redesigned, given a new quality 
or two, a new dress and a new name, 
and lo, it becomes the favorite child 
of fortune. 

The leather business is one which 
has had its share of trouble in the 
past decade, but not all the tanners 
have been on a starvation diet, by 
any means. For example, one leather 
manufacturer, who was exhibiting 
his products at the national shoe 
convention held in Chicago this 
week, told with much satisfaction of 
the success which has come to his 
company as the result of the de- 
velopment of specialties. 

“We have been working in the 
field of color to a large extent,” he 
said. “For many years our house 
produced only black leathers, but in 
recent years we have been able to 
supply shoe manufacturers and other 
large users with leathers made in 
all colors which were in demand. 


They were specialties which we 
could market under their own trade 
names, and gave us a much stronger 
position than before. 

“Right now we are preparing to 
put a new waterproof and stain-proof 
leather on the market. We have de- 
veloped it in collaboration with a 
number of other manufacturers, 
whose chemicals and processes have 
entered into the production of the 
new material. We believe that it 
will have a very distinct and worth- 
while market, and will enable us to 
develop a number of new and im- 
portant fields.” 

This leather manufacturer is an 
advertiser, almost as a matter of 
course, for the reason that the man 
with a specialty has something he 
wants to talk about—in fact, shout 
about. The company which has new 
and interesting things to introduce 
to its field can’t wait on stage-coach 
methods to get the news about, but it 
turns to advertising as the obvious 
means of acquainting present and 
prospective customers with the ad- 
vantages of the new items in its line 
in the shortest possible time. 

Success in 1932 may be largely a 
matter of converting the old staples 
into new specialties. 


Information 
for Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertiser or advertising 
agency from the publishers sponsor- 
ing them, or through ADVERTISING 
AGE: 


336. McCall’s Rate Reduction. 


This folder by McCall's Magazine 
recites the demands of the Associa- 
tion of National Advertisers for re- 
duction of rates, and tells how it has 
met them. “We want circulation 
that is wanted by the customer,” the 
A. N. A. is quoted. Follows a chart 
showing the news-stand or “wanted” 
circulation of McCall's. Other out- 
standing issues are discussed, with 
charts showing how the magazine 
has adjusted its policies in com- 
pliance. 


237. Facts and Figures on the Build- 
ing Field. 


One of the most interesting phases 
of this study by American Builder 
and Building Age is that of brand 
selection control. This part of the 
survey was handled by the George 
M. Basford Company, New York, 
which found selection of brands of 
building materials is controlled by 
the builder in 76.1 per cent of the 
cases. An account of the procedure 
in the purchase of 70 products is 
given in succeeding pages. 

ww 


297. A Lift to Market. 


This handsome booklet issued by 
Extension Magazine values the Cath- 
olic market at 11% billion dollars 
a year. The component parts of this 
market are described in detail by 
the publication, which is the official 
organ of the Catholic Church Ex- 
tension Society. The Catholic popu- 
lation of the United States is placed 
at 22,000,000. 


308a. Analysis of the Circulation of 
the Christian Science Monitor. 


This booklet reports the results of 
a survey by Dr. Daniel Starch. It 
classifies Monitor readers by income; 
ownership of homes, household appli- 
ances and automobiles; travel, in- 
vestments and attendance at private 
schools and summer camps; and 
finally, readers’ response to Monitor 
advertising. 


320. Survey of Reader Interest. 


This is the Gallup survey made by 
Liberty, with the Association of Na- 
tional Advertisers as observer. The 
foreword says: “The need to think 
of circulation in terms of actual 
rather than potential readers should 
be apparent to every advertiser. Dif- 
ference in the methods by which 
magazines are sold and in their edi- 
torial appeal make circulation figures 
a poor criterion of the size of the 
audience the advertiser can expect 
to reach. This study has sought to 
establish by sound methods the ac- 
tual number of men and women read- 
ers the average advertiser reaches 
in the Saturday Evening Post, Lib- 
erty, Collier’s and the Literary 
Digest. 


321. Buying Power and Brand Pref- 
erences of the American 
College Student 


Since college students of both 
sexes spend considerably more for 
clothing than young persons of the 
same age in other fields, this survey 
by Erwin, Wasey & Co. for College 
Humor is of special interest. In the 
belt field, Hickok is used by 74 per 
cent of those queried, with the sec- 
ond brand assaying only 3.4 per cent. 
Less unanimity was in evidence in 
coats, Hart Schaffner & Marx being 
the choice of 9.7 per cent and Society 
Brand, 4.3 per cent. Arrow collars 
led with 69.3 per cent; Paris Garters, 
73.6 per cent; and Hansen gloves 
with 13 per cent. The feminine stu- 
dents prefer Kayser gloves to any 
other kind. Co-ed dresses lead all 
other brands by a narrow margin. 
A final feature is an analysis of 


reading habits of college students. 


THE DEPRESSION HITS THE RICH 


—Collier’s. 


"If - wife doesn't get a facial-cream endorsement or something 
this month, I'll have to let another polo pony go, Major." 


Voice of the Advertiser 


Anybody Need Coast 


Sales Representation? 
To the Editor: I’ve been a fol- 
lower since the start, so I hope you'll 
forgive me for the feeling that Ap 
VERTISING AGE knows all and sees all. 
In behalf of two friends who have 
just launched a sales agency in Pas- 
adena, to operate in Los Angeles and 
adjacent territory, I’m writing to in- 
quire about manufacturers who 
might be interested in representation 
in Southern California. 
KENYON IvIE, 
Los Angeles Herald and Express. 
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Early Advertising 


Intrigues Mr. Bell 

To the Editor: The Dec. 19 issue 

of ADVERTISING AGE contained a num- 

ber of remarkably interesting stories, 

several of which are particularly 

suitable for use in our employe mag- 
azine, “The Sohioan.” 


I hope you will grant us permis- 
sion to reproduce a few of them, par- 
ticularly that entitled, “Ye Copy- 
writer of Olden Days Knew the 
Ropes.” 

ADVERTISING AGE never sees the 
bottom of our pack of current maga- 
zines. It is one of the few which are 
routed to members of our staff. 

Grapy B. BELL, 
Editor of Publications, 
Standard Oil Co. of Ohio, 

Cleveland. 
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More Ancient Copy 

To the Editor: The story covering 
the research of Alfred J. Graves, in- 
structor in advertising at the Uni- 
versity of Kansas, was interesting. 
I have written Mr. Graves about a 
volume of religious sermons in my 
possession, one of which is entitled, 
“A Mourner’s Cordial Against Ex- 
cessive Sorrow.” 


The last page of this volume, pub- 
lished in 1692, is headed, “Advertise- 
ments,” and is made up of miscella- 
neous commercial announcements in- 
cluding the following: 

“There is now Published an In- 
genious Piece which turns George 
Keith inside outwards, and proves 
his pretended Light within to be ut- 
ter darkness. In a Letter which im- 
partially Discovers the manifold 
Heresies & Blasphemies. By Mr. Cot- 
ton Mather pr. B. 1s.” 

“With the good Liking and Appro- 
bation of the Ministers in Boston. 
There is Published, A Token for 
Children, in 2 Parts. Beiug an ac- 
count of the Holy Lives and joyful 
Deaths of several young Children. 
By James Janeway. To which is 
added the shorter Chatechism. Price 
Bound ls. 4d.” 

“There is now Published A Boston 
Almanack, for the Year of our Lord, 


1692. Being Bissextile or Leap Year. 
To which is added Bills Bonds and 
an Indenture for an Apprentice. To- 
gether with a Coppy of a Will.” 

“That Excellent Antidote against 
all Gripings called Aqua anti tormi- 
nalis, which if taken it not only 
cures the Gripings of Guts & Wind 
Cholick, but preventeth that woful 
Distemper the Dry Belly Ach. Sold 
by Benjamin Harris. Price 3s. the 
Half Pint Bottle.” 

These advertisements and the book 
in which they appear were published 
in Boston 15 years before the birth 
of Benjamin Franklin, 41 years be- 
fore the birth of George Washington 
and 85 years before the Declaration 
of Independence. The copy writer’s 
handling of the proprietary medicine 
advertisement is particularly inter- 
esting and the frankness with which 
the product is presented never fails 
to bring forth a hearty laugh from 
those who see this specimen of early 
advertising in my home. 

D. W. CoutLee, 
E. R. Squibb & Sons, 
New York. 
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Travelers’ Plans Hazy 

To the Editor: We presume your 
inquiry as to our plans was based 
on a rumor that the Travelers In- 
surance Company is going to adver- 
tise in magazines. 

We can tell you there is no basis 
in fact for such a rumor. As you 
perhaps know, we have been engaged 
in a newspaper campaign in cities 
where we have branch offices in the 
United States and Canada. This ad- 
vertising effort has been completed. 

Our plans for advertising in 1932 
have not as yet been formulated and 
we cannot say definitely what ad- 
vertising will be done by us. 

EpwIn E. STErRNs, 
Publicity Dept., 
Hartford, Conn. 
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Do Broadcasters 
Need Another Rule? 


To the Editor: Can you tell me 
the address of the National Associa- 
tion of Broadcasters which was men- 
tioned in the article on the right- 
hand column of page six of the De- 
cember 26 issue of your publication? 

We would like to write to them 
calling their attention to an article 
which appeared in the fourth column 
of page two of this same issue of 
your publication, to suggest that 
they include as the ninth provision 
of their code that all broadcasters 
should plainly label their paid testi- 
monials in accordance with the Fed- 
eral Trade Commission order ex- 
plained in the last article referred to. 

Dick M. VAWTER, 
Dry Goods Merchants Trade Journal, 
Des Moines, Ia. 
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DEPRESSION IS 
PROOF OF POWER 
OF ADVERTISING 


Hill Quotes Sales Figures to 
Prove it 


New York, Jan. 7.—“I don’t be- 
lieve I’m wrong in believing the 
power of the printed word is greater 
in times of great sales resistance 
than when everything is rosy and 
people need not give such careful 
attention to the expenditure of every 
penny.” 

That is the philosophy of George 
Washington Hill, fighting president 
of the American Cigar Company and 
American Tobacco Company, as ex- 
pressed in a New Year’s statement to 
the trade through the United States 
Tobacco Journal. 

“It would be a lot better if we 
would forget ‘depression,’ ”’ continued 
Mr. Hill, “and concentrate on the 
fact that sales are hard to make but 
can be made. We ourselves are go- 
ing after the cigarette market harder 
than ever before through our regu- 
lar advertising. 

“Total production of cigarettes has 
decreased slightly this year, but we 
have maintained and increased the 
sales of Lucky Strike, our principal 
product, because our sales and ad- 
vertising men have refused to be 
stampeded by that little word ‘de- 
pression.’ 


Believes in Products 


“Tobacco products have long ceased 
to be luxuries. They are necessities 
in the every-day life of the wage 
earner as well as of the well-to-do. 
I believe the working man, the man 
who has only his wages, gets more 
genuine pleasure out of his cigarette, 
pipe or five-cent cigar than the 
wealthy man gets out of his costly 
Corona. 

“But rich or poor, the whole coun- 
try is a potential market for tobacco 
products and the only effective way 
to win these markets is through the 
constant use of advertising.” 

Mr. Hill cited the history of Bull 
Durham to prove the constant power 
of advertising. 

“As a result of our 1931 campaign 
for this product at a reduced price,” 
he pointed out, “sales are now about 
two and a half times last year’s fig- 
ure. Production of five-cent cigars 
is 102,000,000 ahead of last year’s 
production, so that what this coun- 
try needed was undoubtedly that 
good five-cent cigar that Vice-presi- 
dent Marshall talked about. 


Going Right Ahead 


“The tremendous merchandising 
courage of the tobacco industry in 
the face of unsettled conditions— 
and I speak not only of the Amer- 
ican Tobacco Company but of the 
other large units—has been of in- 
estimable value in providing a mar- 
ket for tobacco farmers and in giv- 
ing employment to thousands who 
assist in the manufacture and dis- 
tribution of tobacco products. 

“So far as the American Tobacco 
Company is concerned, we are go- 
ing right ahead with our plans for 
1932—we’re going to make cigarettes 
and other products and we’re going 
to sell them. 

“How many? Just as many as we 
can by giving the best possible prod- 
uct and by using the best merchan- 
dising methods we can devise. 

“We believe in our country, we 
believe in our product—the rest de- 
pends upon our ability to express 
our faith in action.” 


Toronto Editor Dead 


Irving E. Robertson, editor and 
son of the founder of the Toronto 
Evening Telegram, died Jan. 4 at 49. 


Hayden Carruth Dies 


Hayden Carruth, conductor of the 
Postscript Page of Woman’s Home 
Companion, died at Briarcliff Manor, 
N. Y., Jan. 3. 


Lord & Thomas and 
Logan Re-elect Staff 


Directors of Lord & Thomas and 
Logan, Chicago, re-elected all officers 
at a meeting Jan. 6. Albert D. Las- 
ker continues as chairman of the 
board; Ralph V. Sollitt, president 
and treasurer; A. E. Aveyard, vice- 
president and secretary. 

The following are vice-presidents: 
Albert W. Sherer, William Findlay, 
Don Francisco, Frank H. Fayant, 
Albert Rose, and S. R. Coons. Wil- 
liam R. Sachse was elected assistant 
secretary. 


Transfer Ely, Matson 


Williams, Lawrence & Cresmer Co., 
publishers’ representatives, has ap- 
pointed Charles E. Matson San Fran- 
cisco manager, succeeding Vincent D. 
Ely, promoted to sales manager in, 
the New York office. 


Club Helps Drive 
Carroll J. Swan, president of the 
Advertising Club of Boston, proffered 
the service of the 600 members as 
an advertising committee in the 
drive for $3,000,000 for unemployed. 


To Meet in Honolulu 


The National Foreign Trade Coun- 
cil, New York, has picked Honolulu 
for its 19th annual meeting May 4-6. 


1932 CONSTRUCTION 


| Marion's 1932 BurLpING 
ForRECAST EXCEEDS 1931 
$5 00.000.000 
unpiled by the Copper 
& Brass Research Aun, MY. 
1931 19492 ‘est. 
Home. 
Hotel. 
Apt..Etc. 
$1,432 $1.635 
Millions Millions 
Federal, 
School, 
Church. 
Etc. $842 $962 
Millions Millions 
Factory, 
Office, 
Store, 
Etc. $635 $625 
Millions Millions 


Coca-Cola Stockholders 
Receive $3,500,000 

The Coca-Cola Co., Atlanta, paid 
dividends of $3,500,000 Jan. 1. They 
consisted of a quarterly dividend of 
$1.75 on 1,006,000 shares of common, 
plus an extra dividend of 25 cents. 

Then there was the usual semi- 
annual dividend of $1.50 on 1,000,000 
shares of Class A stock. 


Papers Unite 
To Urge 1932 
Home Spending 


Chicago, Jan. 7.—“Spend for the 
Home in 1932,” a slogan developed 
by Domestic Engineering, Chicago, 
was endorsed by a group of publica- 
tions in the building field and by the 
Chicago Business Editors’ Associa- 
tion at a meeting today. 

R. V. Sawhill, editor of Domestic 
Engineering, who originated the plan 
for a movement in behalf of home 
improvement this year, said many 
publications and associations have 
shown interest, and will participate 
in the campaign. 

Other publications taking part in 
the discussion were American Builder 
é& Building Age, represented by B. L. 
Johnson, editor; American Lumber- 
man, E. C. Hole, manager; Building 
Supply News, L. J. Zorn; General 
Building Contractor, E. G. Gavin. 

L. N. Forbes, of National Retail 
Lumber Dealers’ Association, said 
his organization will promote the 
idea. 


Bligh New Manager 

Walter Bligh has become advertis- 
ing manager of the Syracuse (N. Y.) 
Herald, succeeding J. E. Trower, re- 
signed. Mr. Bligh is succeeded in 
the Syracuse office of Prudden, King 
& Prudden by D. Dingman, New 
York. 


“Sun” Cracks Record 


The New York Sun carried the 
largest volume of department store 
advertising in its history in 1931, 
Edwin S. Friendly, business man- 
ager, announced at the annual lunch- 
eon of the advertising department 
Dec. 31. 


Horchler with A. B. P. 


Bennett H. Horchler has joined 
the Associated Business Papers, Inc., 
New York, as assistant to Secretary 
H. J. Payne. 


Walgreen Beats 1930 


The Walgreen Company, drug 
chain, had 1931 sales of $54,069,000, 
compared with $51,647,000 in 1930. 


Starts Radio Guide 


The Radio Guide, with Patricia 
Dabney as editor, has begun publi- 
cation in New Orleans. A weekly, 
the first issue sold for five cents and 
contained 12 pages. 


find your dealer. 


tising agency. 


Meanwhile telephone us or send 
in the coupon for further information. 


to tell them 
Buy it” .. 


After advertising and sales effort have made people want 
your product, they still may not get it—because they cannot 


You can avoid this waste, at low cost. 


List your dealers under your trade mark in the classified 
—“Where to Buy It”—section of telephone books wherever 
you have distribution. Then include a “Where to Buy It” 
reference in all your advertising copy and radio programs. 


Many advertisers—among them Enna Jettick, Ford, Kel- 
vinator, Stromberg-Carlson, Telechron — find this service 
profitable. It is the logical method of carrying the pros 
from your advertising to your dealer—without exposing 
to the salesmanship of competitors. 


The convenience of a classified telephone book is obvious. | 
Moreover a series of advertisements about “Where to Buy It,” 
running in The Saturday Evening Post, Collier’s and The Liter- | 
ary Digest is directing people to this convenient buyers’ guide | 
when they want to locate advertised products or services. | 

Discuss this important service with your adver- | 


Gin 


DOLLARS to make 


them want 
to buy it.. 


PENNIES 
“Where to 


de Mark Service Manager, 


prsicheen Telephone and Telegraph Co. 

195 Broadway, New York, N. Y., (EXchange 3-9800) 

or 208 W. Washington St., Chicago, Ill., (OFFicial 9300) 
Without obligation please send information about 

trade mark listings in classified telephone books. 
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FURNISHINGS 
GUILD BORN AT 
CHICAGO SHOW 


Manufacturers and Dealers 
Co-operate 


Chicago, Jan. 7.—Newly organized 
by a group of large manufacturers, 
the Home Furnishings Guild of 
America was introduced to retailers 
at the Chicago Furniture Market this 
week. To some extent, it will substi- 
tute for the furniture industry’s mil- 
lion-a-year co-operative campaign, 
which was discontinued in August. 

Manufacturer members of the 
Guild, drawn from all divisions of 
the home furnishings industry, will 
co-ordinate the styling of their mer- 
chandise and simplify the variety. 
Dealer members will adopt a uniform 
Plan of promotion, including a re- 
arrangement of their stores to elim- 
inate departments. The minimum 
membership fee for retailers is $600 
a@ year. 

A weakness of the co-operative pro- 
gram, according to promoters of the 
Guild, was that it made consumers 
apprehensive of an exhibition of bad 
taste in home furnishings and gave 
them no assurance that it could be 
avoided except by carrying out a 
complete plan of refurnishing. 

The consumer was also confronted 
with a complicated and intricate se- 
ries of “Periods,” which nobody 
thoroughly understood—not even ex- 
perts. Buyers and sales people could 
master the intricacies of this pro- 
gram no better than the consumer. 


Only Six Groups 


The Guild’s plan of reform begins 
by sorting the 25 major furniture 
styles, or periods, and 38 minor 
styles, into only six groups. The re- 
tailer following the plan will group 
his stock into these six departments, 
further subdivided at three price 
levels. 

He will continue the simplification 
by dividing his stock of floor cover- 
ings, lamps, draperies, china, silver- 
ware, linens, bedding, etc., among the 
six departments according to har- 
monizing qualities. The idea is to 
widen the consumer’s choice and de- 
crease the retailer’s overhead by 
making the stocks more flexible. 

Membership is open to retailers 
who handle two or more lines pro- 
duced by manufacturing members. 
They receive a membership certifi- 
cate and emblem for store identifica- 
tion, a merchandising manual, mats 
of complete advertisements featuring 
Guild merchandise, the Guild “Room 
of the Month” service, a consulting 
service, a visiting expert service, and 
other assistance based on the co-op- 
erative gathering of sales data. 

Membership in the manufacturing 
division is open to manufacturers of 
furniture and allied lines, not neces- 
sarily non-competitive. Advantages 
include elimination of waste in pro- 
duction of “unwanted” merchandise, 
as well as the co-operation of a large 
body of retailers. 


Ten Back Plan 


Manufacturers who financed the 
exhibition introducing the plan are 
Armstrong Cork Co., Bigelow-San- 
ford Carpet Company, Klise Manu- 
facturing Co. (interior paneling and 
trim), Landstrom Furniture Co., Pa- 
cific Mills (draperies, curtains and 
upholstery material), Tennessee Fur- 
niture Corp., Clarence Whitman & 
Sons (draperies, curtains, bed 
spreads, blankets), M. H. Birge & 
Sons Company (wall papers), Crest 
Company (lamps, mirrors, pottery), 
and the International Silver Co. 

The exhibition constitutes the 
smallest suggested floor set-up for a 
retail member: It occupies 16,000 
square feet—two floors in the aver- 
age retail store. The sections are di- 
vided by five foot partitions, which 
afford wall space for good display 


PONTIAC HERALDS "THE CHIEF OF VALUES" 


The company turned its famous trade-mark to a new use in a whirlwind campaign this week. 


but do not conceal the size of the 
store. 

At the close of the January mar- 
ket, the Guild will open the exhibit 
to the public. With the exception of 
broadcasting, the advertising calling 
attention to the exhibit, Guild deal- 
ers and the “Room of the Month,” for 
the first season, at least, will be car- 
ried independently by dealers and 
manufacturers. 

When the project is well under 
way, it is planned to support it with 
national publication advertising. A 
goal of 50 manufacturer members 
has been set for the first year. 

In the “Room of the Month,” the 
Guild members will have a drawing 
card similar to the model rooms 
created each month by the studio of 


Good Housekeeping. The rooms de-|p 


signed by the magazine have at- 
tracted thousands of consumers to 
the showrooms of dealers who du- 
plicate them. 


Lou Keifer Traces 
Newspaper Mortality 


A newspaper has gone out of busi- 
ness every 19 days in the past five 
years, Lou Keifer, treasurer of the 
Terre Haute Tribune-Star Publishing 
Co., told the Rotary Club last week. 

He said there are now only 1,949 
newspapers, compared with 3,000 in 
1909. 


Davis Back of Mystery 


The R. B. Davis Co., Hoboken, N. 
J., baking powder, put the “Mystery 
Chef” on the air Jan. 6 over the Co- 
lumbia Broadcasting System as a 
weekly 15-minute feature. 


Favors Newspapers 


The Creomulsion Company, cold 
remedy, Atlanta, Ga., has announced 
that newspapers will receive the 
bulk of its 1932 appropriation. The 
list will include between twelve and 
fourteen hundred dailies. 


$100,000 Lease Taken 


by Chicago Agency 
Henri, Hurst & McDonald, Chi- 
cago, have taken a $100,000 five-year 
lease on the eleventh floor at 520 N. 
Michigan avenue, and will move 
March 1. 
The agency has occupied the Gar- 
land building for 14 years. 


Leaves Old Quarters 


After 13 years at 1211 Chestnut 
street, the Donovan-Armstrong Co., 
Philadelphia, has moved to the 28th 
floor of the new Girard Trust Co. 
building, City Hall Square. 


“Depression” Ends 
in Decorah, lowa 


Decorah, la. Jan. 7.—The 
Chamber of Commerce of this 
city has voted a $1 fine for 
every member using the word 
“depression.” ai 

Perhaps members will have 
to adopt the Greek word for it. 


Select Judges for 


Better Copy Contest 


The Public Utilities Advertising 
Association has appointed judges for 
its 1932 “Better Copy” contest. E. 
W. Swift, chairman, will be assisted 
Alexander Forward and Keith 
Clevenger, American Gas Associa- 
tion; George F. Oxley, National Elec- 
tric Light Association; Charles Gor- 
don, American Electric Railway As- 
sociation; Earle Pearson, Advertis- 
ing Federation of America; 

T. J. McManis, General Electric 
Co.; Ralph Leavenworth, Westing- 
house Electric & Mfg. Co.; Don M. 
Julien, Graybar Electric Co.; R. S. 
McCarty, Philadelphia Co. 


Picked by Clothier 


Brooks Bros., New York, retail 
and mail order men’s clothing and 
furnishings, have appointed Riegel 
& Leffingwell, Inc. 


Addition to Bundscho 


Roy B. Shackelford, formerly of 
Shackelford-Runkle, has joined J. M. 
Bundscho, Ine., advertising typo- 
graphers, Chicago. 


Form N. J. Agency 


The Lakewood (N. J.) Comet Ad- 
vertising Company has been formed 
to do a general advertising business. 
Incorporators are Kurt Gloeckner, 
Anton Heinen and Emil Fauer. 


Paris Taken by Death 


Daniel Elton Paris, 50, head of the 
Boston agency, died last week. Two 
brothers, Herman B. Paris, Water- 
town, Mass., and B. J. Paris, Bronx- 
ville, N. Y., are also advertising men. 


Harrison Weds 


Thomas W. Harrison, Los Angeles, 
manager for the J. Walter Thomp- 
son Company, was married New 
Year’s day to Mrs. Kathleen Carson, 
office manager of the Thompson San 
Francisco office. 


TALKING POTATO ADMONISHES FARMERS 


The Crawford Cou 


nty Bureau for Vocational Education has in- 


stalled this talking sign at Meadville, Pa. The potato tells why he 


is so health 


y- 


Best Foods Inc. 
Links Two Big 


Manufacturers 


New York, Jan. 7.—As a result of 
the consolidation of the mayonnaise 
and salad dressing manufacturing di- 
visions of Gold Dust Corporation and 
General Foods Corporation, Benton 
& Bowles, New York advertising 
agency, will handle the advertising 
of Gold Medal Salad Dressing and 
Nucoa, in addition to Hellman’s 
Mayonnaise, which it already had. 

The merger of the mayonnaise 
units, as announced jointly by C. M. 
Chester, Jr., president of General 
Foods, and Randolph Catlin, presi- 
dent of Gold Dust, affects only parts 
of the operations, although it pro- 
vides a definite link between the two 
food corporations. 

All activities of The Best Foods, 
Inc., and Richard Hellmann, Inc., 
have been combined in a new com- 
pany to be known as The Best 
Foods, Inc., owned jointly by Gold 
Dust and General Foods. 

Jay Gould has been appointed gen- 
eral manager of the new company. 
He was formerly vice-president and 
general sales manager of the old 
Best Foods, Inc. 


Two to Aitkin-Kynett 

The Aitkin-Kynett Co., Philadel- 
phia, has been appointed by the 
Fleming Mfg. Co., Worcester, Mass., 
and the Solarine Co., Baltimore. 


Blocki, Tallant, Quit 


Gale Blocki has resigned as repre- 
sentative of Good Housekeeping in 
Chicago. Webster Tallant has also 
left. 


To Exhibit Prints 


The whole field of print-making 
will be covered by an _ exhibition 
staged by R. R. Donnelley & Sons 
Co., Chicago, in January, February 
and March. Some of the prints date 
back to the 15th century. 


Get Cigar Account 


Eastman, Scott & Co., Atlanta, 
have been appointed by the Hav-A- 
Tampa Cigar Co., Tampa, Fla. News- 
papers will be used. 


Plan More Research 


S. W. Place, formerly with the At- 
water Kent design laboratories, has 
joined the augmented research de- 
partment of Synthane Corp., Oaks, 
Pa. 


G. B. Clark Retires 


Charles S. Stevens has been elect- 
ed president of the Danbury (Conn.) 
Times, George B. Clark, founder, 
retiring. 


Paper Praises Simpson 

An editorial in the Davenport 
(Ia.) Democrat this week praised 
Harry P. Simpson, who has retired 
as president of the Davenport Ad 
Club after serving two and one-half 
years. 


Guarantee Prices 


Rubberset Co., Newark, N. J., has 
guaranteed prices on paint brushes 
against decline until July 1. 


‘PUREX’ BARRED 
AS TRADE-MARK 
FOR DRUG LINE 


Washington, D. C., Jan. 7.—The 
Commissioner of Patents. ruled 
against registration of “Purex” as a 
trade-mark for a bleach and water 
softener upon opposition of the 
United Drug Company, which con- 
tended it would conflict with “Rex- 
all,” “Puretest,” and “Rex,” its 
marks. 

“Clearly enough,” said the Com- 
missioner, “such goods as water 
softeners and cleaners are found in 
modern drug stores. It is at least 
probable that one familiar with the 
Rexall Drug Stores and the goods 
found therein would, upon seeing the 
applicant’s goods under its mark, be 
led to think all these goods had the 
same origin.” 

The Patent Office board of appeals 
sustained the contention of the 
Standard Oil Company that “Red 
Hat,” trade-mark sought by the In- 
dependent Oil Men of America, is 
deceptively similar to “Red Crown.” 

The Independent Oil Men of 
America was successful in another 
case, however, the Commissioner of 
Patents ruling that “the fanciful de- 
sign known as the Thunder Bird,” a 
trade-mark owned by the United 
States Refining Co., be canceled. 

The Commissioner of Patents 
ruled that “River Maid,” trade-mark 
of the Louisiana Rice Milling Co., is 
confusingly similar to “River Brand,” 
owned by the Southern Rice Sales 
Co. 


Vancouver Board 


Names 1932 Committees 


Frank C. Anders, Home Oil Dis- 
tributors, has been appointed chair- 
man of the 1932 executive, advertis- 
ing and sales bureau, Vancouver 
(B. C.) Board of Trade. Other mem- 
bers are Walter Bates, F. W. Ben- 
well, J. B. Cowan, G. N. Gardner, Len 
Hambly, David Hall, Frank Harris, 
V. C. Irons, Harry Lumby, W. A. Mac- 
Donald, J. G. Nicholson, W. C. Stan- 
nard. 

Ex officio members are Roy A. 
Hunter, president P. A. C. A., T. S. 
Dixon, J. W. Gehrke, and James 
Lightbody, past chairman. W. A. 
Allan Heeney, G. H. MacDonald Co., 
is treasurer. 


Bartley to Direct 


Promotion for Fair 


E. Ross Bartley has become direc- 
tor of the promotion department of 
A Century of Progress, Chicago’s 
1933 World’s Fair. 

Thus far, however, there is no ad- 
vertising appropriation. 


Group Changes Name 


Metropolitan Class Group has been 
renamed Selective Urban Publica- 
tions, with Albert E. Delgade eastern 
manager and R. F. Farnham western 
manager. The Southerner, Balti- 
more, and The Townsman, Baltimore, 
have joined. 


“Wired Music” Wins Case 


The New York Public Service Com- 
mission has ordered the New York 
Telephone Company to provide Wired 
Music, New York, with wires for 
transmission and distribution of 
music electrically. 


Postpone Drug Meeting 

The meeting scheduled for New 
York Jan. 10 to discuss the drug sur- 
vey of W. Bruce Philip has been post- 


poned to Feb. 8, at the Pennsylvania 
Hotel. 


Harvard Plans Survey 


Harvard Business School will 
make a survey of variety and junior 
department stores. 


R. A. Walker Dies 


Robert A. Walker, formerly an edi- 
tor of Iron Age, died in Seattle, 
Wash., where he lived after retiring 
in 1924. 


Sells Fulton “Leader” 


The Leader, Fulton, Ind., has been 
bought by W. C. Grafee, Chicago. 
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» SPORTSMAN 
_ # EXTRAORDINARY 
: ETIRED undefeated Champion of the World, conqueror 


of seventy foemen, sportsman to his mitt tips—inspira- 
tion to youth—clean, clever, courageous— Champion of 
Champions—Gene Tunney, sportsman extraordinary—salute | 


What This Boy Did 


Nowhere in the whole field of human endeavor to succeed 
can there be found a struggle so fierce, so violent, so mer- 
ciless as in the prize ring. Thousands of preliminary pugi- 
lists nightly annihilate each other in the awful attempt to climb 
just one rung on the high ladder. To stay in the game at all re- 
quires unbelievable stamina. Into this maelstrom Tunney, the 
boy, threw himself with the one fixed purpose of winning the title. 
Long years he fought, he bled, he carved his way from preliminary 
fighter to main bout performer, to the championship of the A. E. F. 
in France, to light heavy-weight champion, to heavy-weight cham- 
pion of all the world. In this great sweep before him fell such 
warriors as Risko, Spalla, Gibbons, Carpentier, Greb, 
Heeney and Dempsey, the king. Back in the days of 
impressionable boyhood, Tunney got his first idea of 
winning the championship. The dream became a 
burning ambition which adversity, suffering nor war 
could shake—which carried him through the years 

um to the topmost goal. 


*y Boys Are Like That 


‘ \ With a boy's mind set on something he wants, 
= there is no stopping him short of the goal. 
ae) What a market, the boy market! Youth, 
determined, eager, gets what it wants. Sell 
the boy in the home, the whole family is 
yours. What a market, this boy market— 


GENE TUNNEY 


Gene Tunney was born James Joseph Tunney, of sportsmanship in the ring and by his private h | di di b ’ 
May 25th, 1898, in old Greenwich Village. From life. Gene has written several extremely inter- w at tru y extraor inary me 1a, oys maga- 
the earliest days Gene stood forth among his fel- esting articles, shortly after the war starred in a . . . 
lows as a boy of extraordinary character. This motion picture and has received countless civic zines. No advertiser who has not himself 
quality of character has in no small measure been ° and military honors. No finer example of the ° ® . 
responsible for his success. Its force has been American Sportsman can be pointed out to youth seen with his own eyes, would believe the 
brought out time and again—by his voluntary en- than Gene Tunney—scholar and gentleman. 


results obtainable through boys’ magazines. 


tistment in the World War, by his countless acts 


“‘All boys’ magazines are strong media. Of these extraordinary media The OPEN 
ROAD for BOYS claims to be overwhelmingly the best, outstandingly the most powerful 
advertising medium—and it backs this claim with a positive guarantee, rebate backed. 
Only a magazine of unquestioned pulling power, with complete confidence in its worth, 
could guarantee results like this. No more guess work. The OPEN ROAD for BOYS 
Magazine is first because it guarantees to be first. Write for details.’’ 


“Reap BOYS 


BOSTON CHICAGO «: eabaik ‘aicclenee ROCHESTER LOS ANGELES 
E. A. Piller Dwight H. Early 199 East 49nd Street, New York City Paul F. Herrick Hallett E. Cole 
130 Newbury St. 100 N. LaSalle St. ” 823 Powers Bldg. 846 So. Broadway 
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January 9, 1932 


TOPS LIST 
FOR 1931 


The Business Week 
Moves from 3rd to 
Ist Place 


This is a success story. While it 
doesn't possess the element of final- 
ity, since the greatest accomplish- 
ments are yet to come, our friends 
assure us it does possess the elements 
of successful publishing. Really it is 
a bright spot in the history of 1931. 


It came about this way—The other 
day we were talking with one of our 
advertisers—one who has been with 
us since the first issue. The conver- 
sation ran something like this: 


“I got interested in The Business 
Week with your first announce- 
ment. The formula and plan looked 
good, if a bit ambitious. To be sure 
there were doubts, but I gave you 
the benefit of them. I’ve stuck with 
you ever since, sometimes against the 
advice of your contemporaries, but 
never to my regret. Now I am told 
you have arrived in first place. Is 
that true?” 


Modestly, we blushed and admitted 
the truth of the report. 


His next question, “Why?” 


What a break for a publisher! We 
swung into our dance but soon found 
we were repeating ourselves, where- 
as the inquirer was still unsatisfied. 
So again he asked, 


“But why?” 


And then we realized that we had 
been so busy making and selling a 
new advertising medium, we hadn't 
stopped to analyze what had actu- 
ally happened. 


Admen Consulted 


So we said to ourselves, “Advertisers 
and advertising agents ought to 
know the answers better than any- 
one else. We'll ask ’em.” Each had 
his own ideas; none had them all. 
But all were interested in the other 
fellow’s answers, too. This leads us 
to believe that many others have 
asked the same question and are 
equally interested in the answers. 
Hence this story. 


You will recall the launching of The 
Business Week just twenty-eight 
months ago, right at the peak of the 
greatest boom American business 
ever enjoyed. You will recall, too, the 
pessimism of our friends. To be 
sure, they granted the publishing ca- 
pacity of McGraw-Hill, but they also 
remarked that the house had no ex- 
perience outside industrial and trade 
journalism. When the new publish- 
ing formula was announced they said, 
“Swell! No one doubts on the one 
hand, the need for authoritative and 
interpreted business news or on the 
other the need for a wasteless me- 
dium for advertising to important 
business men. But the formula you 
have laid out is impossible—for Mc- 
Graw-Hill or any other house.” The 
outside chance they gave us was that 
if anyone could do it, McGraw-Hill 
could. 


Maybe we were fooled a little, too, 
by the ease with which both subscrip- 
tions and lineage could be sold in the 
good old boom days. Almost any 
old almanac could register a success 
in those times. Anyway, our delu- 
sion, if it existed, didn’t last long, be- 
cause before we were two months old, 
October 19, 1929 rolled around. 
From then on you can describe the 
conditions under which we operated 
as well as we can. 


This Took Guts 


We kept right on publishing, which 
was no mean accomplishment for a 
brand new publishing property born 
under bad portents. About half our 
time was spent squelching over-hope- 
ful rumors that The Business Week 
was about to fold up. 


To be sure we weren’t hanging up 
any new records in either circulation 
numbers or advertising volume. The 
first was our own idea and in keep- 


ing with the original formula, but we 
didn’t hold back on the advertising 
end. Yet The Business Week’s dull 
performance statistics for 1930 served 
to screen one of the most interesting 
little dramas that ever took place in 
journalism. 


Here was a staff of men drawn from 
the four corners of world business, 
journalism, economics, publishing. 
There was nothing to be said against 
their numbers or their individual ca- 
pacities. But six months before, they 
hadn’t even laid eyes on each other, 


-let-.alone tried to work together. 


Nevertheless, there they were, com- 
mitted to a project for which there 
was no pattern, a project that caused 
many a well-wishing expert to shake 
his head. About all they had in com- 
mon was a conviction that it could be 
done if the price were paid, and the 
backing of a house that was willing 
to pay the price. 


Errors? Mistakes? False starts? 
Sure. Lots of them. You could re- 
count most of them yourself if you 
just thought a minute. But every one 
of them brought its reward in ex- 
perience, and added to the sure- 


footedness of the staff. Character 
was being built. A publishing per- 
sonality was being shaped. 


Readers Made It 


The readers—the most important 
men in America—knew. Their in- 
terests and affections were unfailing 
indicators. We knew that a publica- 
tion is made or lost in the reader's 
hands, not in the space-buyer’s of- 
fice. And by the way, isn’t it strange 
(or is it?) that readers always dis- 


cover a publication before advertisers 
do? 


Then one morning we woke up af u 
it was Thursday, 1931. The hea v 
ache we had didn’t come just fre J 
the night before. We had seen t 

December lineage figures,—ours 3z P 
the other papers’. The only susta' 
ing factors we felt were an abidi t 
faith, our share of the business th t 
was being handed out, and a new 
of books that were not all spatte 
up with red ink. And, oh yes, abo 
this time we began hearing, too, th 
competition was no longer dismig 7 
ing us with a wave of the hand. i 
were getting the works. That maf \ 
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¥ it was the Ides of March. 


us a little cocky, but still a little 
wary. 


January and February came and 
passed—as predicted. We were not 
shouting our lineage gains from the 
housetops. Neither were our con- 
temporaries shouting theirs. In fact 
the silence was a bit disturbing, for 
after all, we wish them well. 


Advertisers Caught On 


Then something happened. Perhaps 
If so, 
we'll never beware them again. Any- 


ESS WEE 


way, Printers’ Ink’s monthly figures 
showed a new leader in the business 
journal group. Could we _ believe 
them? We made our own check and 
sure enough The Business Week was 
heading the pack. Best of all, it was 
an honest leadership, due more~to 
The Business Week’s gains than to 
the other fellows’ losses. 


Did you ever see a tired horse pepped 
up for the auction with a shot of 
“high life’? Well, that’s just the 
way this Business Week outfit acted. 
Not alone the advertising salesmen, 


mind you. The editors started rais- 
ing their standards with blue chips. 
The circulation department started 
to talk about a subscription as a 
privilege to be conferred rather than 
a service to be sold. Even the “old 
man” up front started preaching the 
rewards of vision, courage and per- 
severance. Some of this we got 
over. 


But one idea we all got. To have 
is to hold. Leadership once won is 
not to be dallied with. It carries big 
responsibilities. It is a big eater. It 


must be fed bigger and bigger por- 
tions of enterprise and performance 
or it will die on your hands. Or at 
least it will fly away and perch on 
some other’s banner. 


Never once did we doubt that we 
could hold that leadership, such was 
our confidence in sound publishing 
principle. 
still is—by how much? 


You have a right to know what actu- 
ally happened in the general: business. 
publishing field in 1931. 


We feel; 


The question was—and ; 


now, we have a right to tell it. 
There’s the story in the center box, 
in large type for high visibility. 


Went Straight Up 


In the year 1931 The Business Week 
rose from 25th to 12th place in the 
advertising volume record (pages) for 
all magazines starting with the S. E. 
P. and going right down the list. It 
is the only one of the first 25 (in 
1930) to show a gain in 1931. 


Getting back to the real purpose of 
this story—the “why” of this record 
—we’'ll admit our salesmen have done 
a swell job. But the best salesmen 
on earth could not have made such a 
record without the goods to back 
them up. 


Here are the “goods” as told to us 
by advertisers, prospects, agents. 
They ought to know. 


These days it is better to be useful 
than ornamental. And The Busi- 
ness Week is useful to its readers, 
That’s one reason why it is so use- 
ful to its advertisers. 


The Business Week started off by 
throwing tradition and conventional 
formulas out the window. The need 
it filled:was as old as business, but 
it required the unique combination 
of newspaper speed and business ac- 
curacy. It has no competition in its 
editorial function. Here and there 
you find a publication that touches 
upon the same advertising function, 
but it’s only a light touch. The 
Business Week is at once a market 
and a medium wholly self-contained. 


Ads Now News 


They say advertising is news. Well, 
news needs speed and frequency. 
The weekly schedule gives The Busi- 
ness Week continuity of influence; 
its publishing speed, immediacy. The 
hard-hitting advertiser has plenty of 
elbow room for his most ambitious 
program. 


People spend more time reading 
news than all other kinds of litera- 
ture combined. News, backed by 
authority, is as necessary as capital 
or credit in this cinematic business 
world of ours. A smart advertiser 
can easily transfer this compelling 
power of news to his own advertis- 
ing. 

Ghosts do not stalk the pages of 
The Business Week. It has no axes 
to grind, no special interests to de- 
fend. To its editors, the “sacred 
cows” of business are just so much 
beef on the hoof. All this makes for 
editorial influence—believability. And 
you can’t duck the relationship be- 
tween editorial influence and adver- 
tising power. 


There was a time when readers would 
spend hours leafing through bulky 
magazines just to find out what they 
could buy next. That was years be- 
fore mail order catalogs became 
household conveniences. Nowadays 
you've got to lure ’em up to your 
ads and then stop ’em. Visibility has 
a cash value (if you don’t believe it 
ask the out-door people) and visi- 
bility is at its height in The Business 
Week—just the simple arithmetical 
advantage that comes from 52 issues 
instead of 12. 


No Waste Names 


The Business Week is not a mother 
hubbard—one of those garments that 
covers everything and touches noth- 
ing. It doesn’t even claim to be 
“Class C” outside its chosen field of 
business and business men—the real 
ones. You never have to guess at 
the number of housewives, children, 
movie actors, or main street shop- 
keepers you buy in The Business 
Week’s circulation. There aren’t 
any. Likewise you don’t have to 
guess at the number of important 
business men you reach. All you 
‘have to do is ask the number of paid 
subscribers. 


;Performance counts. All guess work 
is past when a horse has run his race 
and come in first. The last two years 
haven’t been too kind to advertisi 
generally but The Business Weel 
had the’ stuff to gain ground steadily 
and finish 1931 at the top of its class, 
‘And that’s something. % 


There you are. Have we answered 
the question? BY 


The Business Week. 
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Centralize Milk Sales 


At the instance of Governor Win- 
ant, of New Hampshire, a central 
sales organization will be formed to 
distribute milk produced in New 
England. Objectives are to stabilize 
prices and equalize returns to pro- 
ducers. 


Gas Heating Grows 

While total consumption of man- 
ufactured gas decreased 2.5 per cent 
in 1931, according to the American 
Gas Association Statistical Depart- 
ment, consumption for house heating 
increased 20 per cent. The net de- 
cline is due to decreased industrial 
demand. 


Young Editor Passes 
Seymour Wemyss Smith, 35, editor 
of Financial gest, New York, died 
of pneumonia in New York, Jan. 2. 


Distribution of 


STYLE 
MERCHANDISE 


is dominated by the retailer. If 
you can prove to him that your 
prices, policies and styles are 
right he will re-sell your goods 
to the public without cost to you. 
If you can not prove this to the 
retailer, the chances are your 
goods can not be sold at a profit 
by any means. 


Fairchild Publications 


8 East 13th Street, New York, N. Y. 
418 S. Market Street, Chicago, Ill. 


Your Agency 
Knows Us 


You may have your college 
= business handled with us 

your national agency. 

We do not compete in any way 
with the agency. We are college 
paper representatives authorized 
by them to sell space at their 
established rates, allowing the 
agency the regular discounts. 
Our compensation comes from 
the papers which we represent. 


The Spring Campaign 

Collegiate Salesman 

listing all student 

publications now 
ready. 


—y 


Established 1913 
Collegiate Special Adv. Agency, Inc. 


New York Chicago 
18 E. 4ist Street 612 N. Michigan Ave. 


y 


A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK + 310 East 45th St. 
CHICAGO: 210 So. Despiaine St. 


and 34 other cities 


ONE OF REMARKABLE ILLUSTRATIONS USED ON CALENDAR 


Issues Sixth 
Calendar in 
Rotogravure 


Chicago, Jan. 7.—For the sixth 
consecutive year, the International 
Harvester Company of America has 
issued a calendar in rotogravure to 
hang in the offices of dealers all over 
the world. The annual run is about 
70,000. In the case of calendars for 
foreign consumption, the illustration 
is run in rotogravure and the re- 
mainder in letter press. 


The calendar is 2314x35 inches in 
size, about evenly divided between 
illustration and calendar. 

Each month is covered by a differ- 
ent sheet and a new and timely illus- 
tration. While the picture alone 
would be sufficient to maintain in- 
terest, the company has gone further 
and used three different colors. Jan- 
uary, for instance, is printed in roto- 
gravure as it is usually known; Feb- 
ruary in green and March in maroon. 
This order is preserved throughout 
the twelve months. 

The illustration has a timely ap- 
peal. In January, the farmer is pic- 
tured plowing with a McCormick- 
Deering tractor and _ four-bottom 
plow. April gives tractors another 
boost by showing how they may be 
used with a McCormick - Deering 
loader for haying. June paves the 
way for a picture of the McCormick- 
Deering harvester-thresher, which 
cuts and threshes the grain in one 
operation. 

This calendar idea was inherited 
by the company, which substituted 
rotogravure for the letterpress for- 
merly used. F. W. Heiskell is adver- 
tising manager of the company, with 
M. J. Swan in charge of calendar 
production as buyer of printing. 
This year’s calendar was executed 
by Brown & Bigelow. 

The origin of this calendar throws 
an interesting light on early Ameri- 
can art tastes. Merchants received 
many calendars, but as customers 
asked for them the supply dwindled 
until by February 1, the dealer usu- 
ally had none left for himself. 


The Parlin & Orendorff Co., Can- 
ton, O., argued that a big calendar 
might not be sought for homes, and 
in 1908, it issued one two by three 
feet. This was found to stay in 
dealers’ places of business and when 
the International Harvest Company 
absorbed P. & O., it continued the 
large-size calendar in rotogravure. 


Single Sales Agency 


for General Motors 


General Motors Corporation has 
formed the Southeastern Sales Cor- 
poration at Atlanta, Ga., to handle 
sales of all G. M. cars, except 


Chevrolet, in the six southeastern 
tates. 


80 ADVERTISERS 
TELL OF PLANS 
TO NET PROFIT 


Chicago, Jan. 7.—Development of 
new products and new uses for old 
products will be a major phase of 
1932 promotion activities, according 
to 80 national advertisers replying to 
a questionnaire dispatched by ADVER- 
TISING AGE. The survey was confined 
to the comparatively few companies 
which place 50 per cent of the ad- 
vertising. 

Advertising volume will remain 
fairly constant, 20 indicating they 
will increase, 21 reporting a drop, 
and 30 advising no change in their 
appropriations. Several said their 
forecast covers only the first quarter 
and they reserve the right to in- 
crease or cut appropriations as con- 
ditions may suggest. 

Answers revealed a disposition to 
experiment with mediums, with di- 
rect mail and radio coming in for 
much attention. 


Will Cut Expenses 


The questionnaire indicated that 
management still regards retrench- 
ment as an important factor in 1932 
plans. All answering said they would 
cut overhead. Thirty-one will cut 
salaries or wages, while 62 are scru- 
tinizing other dark corners with the 
ax in hand. 


A tabulation of replies elicited the 
further objectives: 
Concentrate on most profitable ac- 
counts 
Concentrate on most profitable ter- 
Sree reer 
Concentrate on most profitable cus- 
tomers 


More help for dealers............ 32 
More market research............. 23 
eee eo 34 
BEOTO TOUR OULIOUE. ... cn cccrcscvccs 16 
POWOFr FOCRI GULIOts. ....sccescves 

ee GION a cc cewscseseoes 23 


Fewer distributors 


Se Re ee 16 
i ee eh 6 666 E EAS OS OOS 13 
More education of salesmen....... 38 


Some of the comments were inter- 
esting. 

“More intensive merchandising at 
point of sale,” commented one. “All 
set to work like hell,” said a second, 
while a third was less terse: 

“Advertising increased; quality 
improved; prices (believe it or not) 
advancing; making more profit now 
than in seven years!” 


Curtis Gives Clinic 


The Curtis Clinic Building of Jef- 
ferson Medical College and Hospital 
was dedicated in Philadelphia re- 
cently. The building was named for 
Cyrus H. K. Curtis, whose munifi- 
cence made its erection possible. A 
painting of the publisher, by Paul 
Thomson, presented by the medical 
staff, hangs in the vestibule. 


6 Ruthrauff & Ryan, 


Louis Hebert 
Is Dissolving 
Organization 


Chicago, Jan. 7.—Louis A. Hebert, 
widely known direct mail advertis- 
ing expert, is dissolving his business 
and will conduct sales research and 
merchandising for large organiza- 
tions. 

Louis A. Hebert & Co. announced 
the change in this letter to clients: 

“Effective at once, we are dis- 
continuing the production and sale 
of postal cards and other types of 
material in which we have special- 
ized. Our organization is being dis- 
solved until business conditions 
change for the better. 

“In the meantime, our Mr. Hebert 
will devote his efforts exclusively to 
sales-research and merchandising for 
large organizations, and he begins at 
an early date in the execution of his 
first contract.” 


Snypp with Addressograph 


W. W. Snypp, former Cleveland 
correspondent for ADVERTISING AGE, 
has joined the Addressograph Co. di- 
vision of the Addressograph-Multi- 
graph Corp., Cleveland, as assistant 
to W. K. Page, advertising manager. 

Mr. Snypp was formerly with the 
National Cash Register Co. 


Hitch, Food Expert, 
Joins New York Agency 


Frederick C. Hitch, formerly ad- 
vertising manager of Standard 
Brands, Inc., and for 12 years ad- 
vertising manager of the Royal 
Baking Powder Company, has joined 
New York. 

The agency has been given the en- 


5| tire Blue Coal account by the D. L. 
P & W. Coal Co., 


New York, for whom 
it has directed radio advertising 
since September. 


WGN Offers Services 
If Schools Are Closed 


WGN, the Chicago Tribune’s radio 
station, has offered to broadcast in- 
struction for children if Chicago’s 
schools close because of lack of 
funds. 

The Tribune has also offered space 
in its columns. 


Diehl Appoints Tyson 


Diehl Mfg. Co., division of the 
Singer Mfg. Co., Elizabethport, N. J., 
has placed its account with O. S. 
Tyson & Co., New York. Industrial 
papers will be used for motors, gen- 
erators and fans. The account has 
been handled direct. 


Schedules Style Clinic 


Amos Parrish & Co., New York, 
will conduct a style clinic in New 
York Jan. 11-14. Advance informa- 
tion predicts a big accessory year 
coupled with demand for clothes-you- 
can-do-a-lot-of-things-with. 


APPETITE TEST, 
ANOREXIA, ARE 
RALSTON AIDS 


Employes Help to Introduce 
Vitamin B 


St. Louis, Mo., Jan. 7.—A unique 
“appetite test” developed by the Ral- 
ston Purina Company, following the 
addition of vitamin B to Ralston 
Wheat Cereal, has enlisted stockhold- 
ers as well as the entire employe 
personnel in a promotion campaign. 

In the appetite test, the recipient 
agrees to serve Ralston Wheat Cereal 
ten times and report the results. To 
induce him or her to initiate the test, 
the employe presents a capsule, many 
times as large as the drug store va- 
riety, representing the contents of a 
grain of wheat. 

He opens the capsule and pours out 
the contents, described as the first 
layer or bran. Inside the bran layer 
is found another capsule, which is 
white and contains the endosperm or 
starch. 

Here are also discovered two 
smaller capsules, filled with wheat 
germ, hailed as the richest known 
source of vitamin B, which stimu- 
lates appetites. 


Another Inducement 


To those making the appetite test, 
the company sends a “Find the Bot- 
tom” bowl on receipt of a report and 
a Ralston package top. The bottom 
of the bowl is decorated with a pic- 
ture of a rabbit, and the trail of the 
bunny has induced many children to 
dig their way to his lair. 

The test sheet to be filled in reads: 

“Did appetites increase a little—a 
lot? Did dispositions improve a lit- 
tle—a lot? Tell anything else inter- 
esting that happened regarding appe- 
tites.” 

Ralston employes recei ed definite 
credits for every test made as a re- 
sult of their efforts. A certain num- 
ber of credits entitled the employe 
to specified promotion. 

About 1,000 tests were made, giv- 
ing the company’s advertising depart- 
ment some valuable ammunition. 

The advertising admonishes the 
reader, “Don’t coax an appetite, cre- 
ate one,” and it introduces “an- 
orexia,” a term well known among 
physicians, but something of an eye- 
opener to laymen. It means loss of 
appetite and ties in perfectly with 
the campaign. 

Publications carrying the 1932 vita- 
min B advertising are Good House- 
keeping. Woman’s Home Companion, 
Delineator, Ladies’ Home Journal, 
Parents’ Magazine, Child Life and 
Time. 


“Monitor” Pictures 


Progress of Past Year 


Picturing the United States as “a 
giant striding through a fog that ob- 
scured, but did not hinder his prog- 
ress,” the Christian Science Monitor, 
Boston, published a “World Achieve- 
ment Issue,” containing a 32-page 
rotogravure section, Jan. 7. 

The rotogravure section carried 
105 columns of advertising. 


Andrews Leaves Hearst 


Roger M. Andrews, publisher of 
the Detroit Times since 1927, has re- 
signed, but will continue his duties 
until a successor is appointed. He is 
the owner of the Menominee (Mich.) 
Herald-Leader. 


Jones’ New Role 


C. Albin Jones, who was advertis- 
ing manager of the Svenska Ameri- 
kanska Posten before establishing 
his own advertising business, has 
joined the Krafft Advertising Agency, 
Minneapolis. 


Lets Canadian Rights 


Electromaster, Inc., Detroit, has 
contracted with Kelvinator of Can- 
ada, Ltd., London, Ont., for the man- 
ufacture and sale of the Electrochef 
electric range in Canada. 
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Agency has it 


biggest year 
in 1941 


finds much for which to be grateful. In 

spite of a world-wide depression, its 
clients, with few exceptions, have prospered 
to an unusual degree. 

As a consequence, instead of reducing 
appropriations, they have increased them; 
and the response in sales has more than justi- 
fied the larger advertising investment. 

In several instances the gains in sales have 
been greater during 1931 than at any other 
time. 

Even if no new accounts had been se- 
cured during the past year, the agency’s 
business would have shown a decided in- 
crease over 1930—the biggest year up to 
then. 

But, attracted by the evident success of 
those whose advertising the agency has 
been handling, a number of important new 
accounts have joined the agency. 


Among these is the D. L. & W. Coal 
Company, distributors for the Glen Alden 
Company—the largest producers of anthra- 
cite coal in America and sponsors of the 
famous ‘“‘blue coal,’”’ the first identifiable 
trade-marked fuel. The radio program (5:30 
to 6:30 Sunday nights over the Columbia 


J N REVIEWING the year 1931, this agency 


product, “‘Tums,” a candy-like mint for 
indigestion. The quick growth of Tums dis- 
tribution, the steady expansion of the ad- 
vertising, culminating in the use of large 
space in major publications—has already 
placed this new product in an enviable posi- 
tion in the drug store field. 

Other new accounts are the Ironized 
Yeast Company and Golden Peacock Toi- 
letries, both of which were clients of this 
agency many years ago and returned in 
1931. Also Shirtcraft Company, manufac- 
turers of men’s shirts; the Edrolax Com- 
pany, manufacturers of an accessory health 
food, and several others. 


Staff Additions 


To serve its clients more fully, the agency 
has increased its staff during the year and 
added a number of important executives to 
its personnel. Among these new additions 
is Warren R. Lightfoot—formerly a partner 
in the Robinson-Lightfoot Advertising 
Agency—who brings with him a thorough 
experience in diversified fields and a great 
appreciation of advertising values. 


Another important acquisition is Mr. 
John S. Davidson, new head of the Radio 
Department. Mr. Davidson was selected 
after a most careful canvass of the radio 
field as the man most likely to do a real 
radio job for an advertising agency. Mr. 
Davidson was for many years with the 
N. B. C. and has been associated with many 
of the most successful radio programs on 
the air. 

On December 15th, Mr. Frederick C. 
Hitch joined the agency. For 12 years Mr. 
Hitch was advertising manager of the Royal 
Baking Powder Company, during which 
time he became a director and vice-president. 
Subsequently, after a merger, he became 
advertising manager of Standard Brands, 
Inc. Mr. Hitch is considered one of the most 
able advertising men in the grocery field. 

Another addition is Mr. R. H. Palenske, 
an unusually versatile idea man who com- 
bines a thorough merchandising sense with 
real creative art ability. 

Still another to come with us is Mr. 
Howard Jones, who was for two years a 
major executive with another agency and 


before that conducted a highly successful 
advertising and sales promotion service in 
his own name. 

C. L. Barritt, who as head of his own 
agency was identified with a number of 
important national merchandising and ad- 
vertising successes, also joined Ruthrauff 
& Ryan during the year. 


Other important additions include several 
copy men and women of marked ability. 
The Research and other departments have 
likewise been strengthened. 


A fully equipped experimental kitchen 
has been added, under the supervision of 
Miss Ruth Smith, for many years a success- 
ful domestic science expert and writer. 


What Does It Mean? 


The foregoing record is absolutely unique 
in advertising agency business for the year 
1931. 


But it is of interest to others besides our- 
selves only because it is a vindication of 
this agency’s ideas on how to sell goods to 
the consumer through advertising in good 
times or bad. 


oA ~\. It shows that the methods of research and 
eee nig ae — — by testing employed are infinitely me It 
Is agency since September. As Of January ; ; ; ws that in times like these, when there 
Ist, the entire account, including news- A partial list of products sold through diversified trade ~_ Mem tbigeeralnnagtine eB 
___ papers and other advertising activities, has outlets advertised through Ruthrauff & Ryan: the expenditure of even a few pennies is of 
been turned over to this agency. importance to the consumer, the Ruthrauff 
Another important advertiser to avail & Ryan type of advertising is capable of 
itself of this agency’s service during 1931 is The , Thee Ret Driak ye getting a ene — — = yen public’s 

the Canadian Pacific Railway Company, patronage than competitive advertising. 
te ge system in the world, for its Dee Sw Gatto — meg The success of our clients, up to we in- 
aa WES S7VIIOn. cluding the year 1931, is the reason for the 
Another concern, Hachmeister-Lind of eaeteas “a Pa. trend toward Ruthrauff & Ryan which is 
Pittsburgh, Pa., prominent paint and build- NOXZEMA in the air today. This trend is evidenced not 
ing material manufacturers, put out a new tiie ticen STANDARD STATISTICS COLOSSAL only by the important accounts which are 
product in a new market, a non-glare bulb coming to us, but by the almost countless 
for automobile headlights called: Perfect- BLONDEX WOLVERINE IRONIZED YEAST imitations of successful Ruthrauff & Ryan 
O-Lite—the advertising of which is handled — Horsehide Work Shoes teat campaigns on the part of advertisers in 
by this agency. The immediate success of WHITE CROSS CUT-RITE GOLDEN PEACOCK many lines. However, like so many imita- 
this new product on a national scale has Blostvis Stoves Waxed Paper Toilet Preparations tions, these usually lack the “priceless in- 
been one of the most outstanding achieve- NESTLE’S UNITED ENGINEERS TUMS gredient” which makes the originals work. 
? ments in the auto accessory field rarely Milk Products & CONSTRUCTORS, Inc. Antacid Candy Wafers Recognizing this growing appreciation of 
| equatied in the moat prosperous years. TRE-JUR PERFECT-O-LITE POPULAR MECHANICS the Ruthrauff & Ryan school of advertising 
Another advertiser to place its account Cosmetics Automobile Headlight Bulbs Magazine we are, from a personal standpoint, pre- 
with this agency is the A. H. Lewis Medicine a pared as never before to help advertisers 

Company of St. Louis—also with a new \ 4 


sell goods. 


RUTHRAUFEF & RYAN, Inc. 


Advertising | coaien: 
New York: 132 West 31st Street « * Chicago: 360 North Michigan Avenue «+ «+ St. Louis: Arcade Bldg. 
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Lyle T. Johnston 


Let Dead Past 
Bury Its Dead, 
Advises Sears 


St. Louis, Mo., Jan. 7.—Lyle T. 
Johnston, of Russell T. Gray, Inc., 
was elected president of the Indus- 
trial Marketing Council of St. Louis 
Dec. 29, succeeding George G. Sears, 
McGraw-Hill Publishing Co. 


James R. Kearney, Jr., James R. 
Kearney Corp., was elected vice- 
president and Carl B. Dietrich, Wag- 
ner Electric Corp., secretary-treas- 
urer. 

New members of the board of gov- 
ernors, besides Messrs. Johnston 
and Dietrich, are H. L. Nagel, Wag- 
ner Electric Corp.; Arthur E. 
Koehler, Frank Adams Electric Co.; 
John P. Tebbetts, Mallinckrodt 
Chemical Works, and Norman Terry, 
Laclede Gas Co. 

In his final address, Mr. Sears said 
the industrial marketer who forgets 
what was and adjusts himself to ex- 
isting conditions, will get business. 


SELECTION OF 
DEALERS KEY 
TO FAIR PRICE 


‘‘Refusal-to-Sell’”” Legisla- 
tion Urged 


Washington, D. C., Jan. 7.—The 
survey of “Price Cutting and Price 
Maintenance” undertaken a year ago 
by Professor Edwin R. A. Seligman, 
of Columbia University, at the in- 
stance of Edward Plaut, president of 
Lehn & Fink, Inc., and chairman 
of the special committee of the New 
York Board of Trade, was made 
public here tonight. The report in- 
cludes 350 pages of text and 350 
more of statistics. 

The report recommends legisla- 
tion to remove existing barriers 
against the refusal-to-sell method of 
enforcing price maintenance, and 
adds that machinery should be set 
up for business men, similar to the 
trade practice conferences spon- 
sored by the Federal Trade Commis- 
sion, to make price maintenance 
more effective than the refusal-to-sell 
method alone. 


Uphold Principle 


“The definite conclusion is that the 


general principle of resale-price 
maintenance is legitimate,” the re- 
port says. 


“The type of price-cutting studied 
is a form of unfair competition; price 
maintenance is a step toward fair 
competition. It is economically de- 
fensible and therefore ethically de- 
sirable. The adoption of resale-price 
maintenance as a general principle 
will mean, on the whole, a step for- 
ward in American business life.” 

Prof. Seligman holds there are 
two forms of price-cutting. The 
first, while lucrative to the cutter, 
is regarded as economically in- 
jurious and ethically indefensible. 


STARTING THE YEAR RIGHT 


Machine Design again starts the new 


year with an increase in advertising, 


thus continuing its habit of having 


every issue show a 


gain over the cor- 


responding issue of the previous year. 


The average increase in 1930 over 


1929 being 67% 
1930, 31%. 


and in 1931 over 


The colorful shoe box adopted by Moran Shoe Co., Carlyle, Ill., in 


NEW SHOE BOX ENTERTAINS INFANTS 


mpi ey of national advertising. The young lady who is lending 


a smi 
trayed in al 


e of approbation to both product and container, will be por- 
Pee the copy. The Seymour Schiele Advertising Co., 


+. Louis, is in charge. 


Photo by Metropolitan Studios 


The second is held to be a necessary 
concomitant of modern ~ business. 
This list includes remnant sales, 
clearance sales, etc. 

A warning against over-optimism 
appears in the statement: “Enthusi- 
astic proponents of price mainte- 
nance depict in glowing colors the 
rejuvenated business which would 
come to all retailers, where margins 
of profit would be satisfactory and 
price-cutting would cease to exist. 
There are four reasons why this 
much anticipated retailer heaven 
would not come about: 

“(1) Lack of universal adoption 
by manufacturers. (2) Inability of 
retailers to compel adoption. (3) 
The existence of cut prices on price 
maintained items. (4) Price-cutting 
on non-maintained items.” 


Provisions of Law 


To make the refusal-to-sell method 
operative, the report says, the law 
should freely permit the selection of 
customers, should allow manufac- 
turers to persuade wholesaler and 
retailer to follow established prices 
and permit policing to detect price- 
cutters, who may then be refused 
merchandise. 

These proposals would not inter- 
fere with existing laws against 
price-fixing between competitors, il- 
legal coercive trade methods, and 
allowances and special terms as re- 
wards for pricing co-operation. 

Free interchange of business in- 
formation by manufacturer, whole- 
saler, jobber and retailer about 
price-cutting or unethical practices 
are essential to the operation of 
present-day business, the report says. 

“By stating definitely what prac- 
tices are to be permitted, a law 
which legalizes the _ refusal-to-sell 
method would remove the tempta- 
tion of government to interfere in 
a field in which its activity is now 
unwelcome to business interests, and 
in which it has thus far done little 
to improve the situation,” Prof. Sel- 
igman continued. 

He believes reform can be accom- 
plished by a simple law that merely 
restates a principle of common law, 
thereby making legal in every re- 
spect the right to refuse to sell to 
any dealer or distributor for any 
reason whatsoever. This procedure 
would make no fundamental changes 
in existing laws. It simply removes 
obstructions to business initiative 
without introducing additional gov- 
ernment interference, Professor Sel- 
igman asserts. 


Complaint of Retailers 


“A shortcoming of the plan from 
the point of view of the retailer is 
that the system as a whole does not 
lend itself to compulsory action by 
retailers. There is little prospect 
of retailers compelling a manufac- 
turer to maintain prices unless he 
finds it to his advantage to do so. 
While this objection is undoubtedly 
true, it must be balanced against the 
legal, social and economic advan- 
tages of adopting a conservative as 
against a radical measure.” 

The report points out that some 


manufacturers would not interfere 
with most retailers who cut prices 
a small amount, but they would 
surely refuse to sell those who cut 
prices unwarrantedly or sell goods 
at a loss or at prices that bring 
about devastating conflicts. 

“The refusal-to-sell plan,” the re- 
port says, “thus meets in an ad- 
mirable way both the objections and 
the needs of manufacturers who do 
not desire complete or extreme re- 
sale-price maintenance.” 


Controlled Circulation 
Audit Has 82 Members 


After 60 days’ operation, Con- 
trolled Circulation Audit, Inc., New 
York, has applications from 42 pub- 
lications, 22 national advertisers and 
18 agencies. 

Recent applications include the 
Blackman Company and Marschalk & 
Pratt, agencies; Bauer & Black, 
Johns-Manville Corp., and Western 
Electric Co., advertisers and these 
papers: 

Industrial Record, Industrial 
Power, Jobber Topics, Motor Main- 
tenance, Super Service Station, Boat- 
ing Business, Building Material Mer- 
chant, Electrical Dealer, Electric 
Light & Power, Confectionery Buyer, 
Graphic Arts Monthly, Progressive 
Laundryman, Motive Power, Meat 
Merchandising and Industry & Weid- 
ing. 

Standard Rate & Data Service will 
identify members with the CCA 
symbol. 


Wentworth Founds 


Minneapolis Agency 
Wentworth Advertising, Inc., has 
been formed in Minneapolis as a sub- 
sidiary of the Wentworth Studio. 
John Wentworth, president of the 
new agency, is the author of “Art in 
Advertising,” and was formerly con- 
nected with Eastern and Pacific 
Coast agencies. 

Richard Allard, formerly of the 
Buick Motor Company, is vice-presi- 
dent of the agency, and Miss Jorj 
Carson is secretary and production 
manager. 


Issues Booklet on 


Trade Show Problem 


The Policyholders Service Bureau, 
Metropolitan Life Insurance Co., 1 
Madison avenue, New York, has is- 
sued a 24-page booklet, “How Exhib- 
itors Are Meeting the Trade Show 
Problem.” 

The brochure, discussing methods 
of gauging the importance of trade 
shows, will be sent to those inter- 
ested. 


“Copper” Has Mission 

Arizona Silver Belt, Miami, Ariz., 
has begun publication of the weekly, 
Copper, to disseminate information 
concerning the need of a tariff on 
copper. It is sponsored by the Cop- 
per Tariff Commission. 


Defines Unfair Practice 


On behalf of the direct selling in- 
dustry, the Federal Trade Commis- 
sion has approved the rule that 
exaggerated claims of earning power 
of salesmen is an unfair trade prac- 
tice. 


SEES FINANCIAL 
ADVERTISING AS 
BUSINESS INDEX 


New York, Jan. 7.—Advertising 
men who look for a bell-wether to 
show them when “the turn” has 
come for the advertising world 
would do well to watch financial ad- 
vertising, according to Frank James 
Reynolds, president and treasurer of 
Albert Frank & Co., advertising 
agency specializing in financial ac- 
counts. Mr. Reynolds said financial 
advertising will be among the first 
to benefit by general business re- 
vival. 


“There are any number of issues 
waiting to be put on the market 
when the proper time comes,” said 
this agency chief. 


“At present railroads and many 
other utilities are operating below 
normal. When business picks up big 
businesses will need new capital, and 
their issues will be offered to the 
general public through advertising. 
That is why I say financial adver- 
tising will be the first to reflect re- 
turning prosperity.” 


Mr. Reynolds was asked to com- 
ment on the requirements of finan- 
cial advertising. Several large New 
York agencies have cast longing eyes 
at the sizeable advertisements orig- 
inating in Wall Street and one re- 
cently opened a Wall Street branch 
in hopes of harvesting some of the 
financial plums. 

“T look on financial advertising as 
the post-graduate course of the pro- 
fession,” said Mr. Reynolds. ‘Here 
you have no chance for loose state- 
ments or elaboration. You have to 
tell the truth almost literally. 


Some of Pitfalls 


“An advertisement of a new flota- 
tion issue is almost legal in nature. 
There are certain things which must 
appear in it and if you leave them 
out or get them wrong, the issue is 
illegal. The agency must know the 
rules of the New York Stock Ex- 
change. 

“In addition each state has ‘blue 
sky’ laws with which advertising 
must comply. At times the agency 
is called upon to get copy out over- 
night.” 

Mr. Reynolds believes the next de- 
velopment will be to present finance 
in the language of the general pub- 
lic instead of terms of the expert. 

“Banks have been advertising to 
themselves,” he said. “When they 
put their financial statements in the 
papers, they did it in a way that 
only an expert could understand. 

“In 1929 security advertising had 
a false spurt,—securities went on the 
Big Board that shouldn’t have; ad- 
vertisements ran that shouldn’t have. 
But without the false elaboration 
that occurred in 1929, we can at least 
phrase our advertisements for the 
public.” 


IF you 
use THE 
MAILS 


OU can get new ideas for increas- 

ing the effectiveness of your mail 
selling from POSTAGE & THE 
MAILBAG. 


This monthly magazine, edited 
by John Howie Wright, criticises 
and comments upon letters, 
booklets, house magazines, cam- 
paigns, etc., etc. Tells and shows 
you what others are doing; what 
to do; what to avoid. Written 
interestingly for sales and ad- 
vertising executives. The only 
magazine to guarantee to re- 
turn twice the amount you 
have paid if at end of year you 
are not satisfied with invest- 
ment. 


The price is only $2.00 per 
year—less than 17¢ per copy. 
Subscribe now for 1932—or 
send 25 cents for a sample 
copy. 


POSTAGE 
and the Mailbag 


|| 200 Fifth Avenue 
New York City 
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January 9, 1932 


ADVERTISING AGE 13 


Let’s Talk Business! 


The days of sensational sales records and sensa- 
tional profits ended abruptly in November, 1929. 
There is no indication that they are returning with 
the advent of 1932. If you are going to keep your 
head above water this year you must not only get 
your share of the business—you must get more than 
your share. 

Which means that your advertising, as an essen- 
tial sales tool, must work harder, go farther and cost 
less than it ever has before. Your copy appeal, your 
layouts, your artwork, and particularly your media, 
must be right. 

To be specific, consider the hospital market. 

Here is a compact, accessible, billion-dollar 
market which deserves intensive cultivation at any 
time, but which especially merits your attention 
now because it is in a far more normal condition 
than any other market. And here is a publication— 
Hospital Management—which should be on your 
list at all times, but especially now, because it does 
a selling job no other publication can do, at rates 
which truly reflect 1932 values. 

Here is a publication built specifically for your 
needs—devoted exclusively to the administration of 
hospitals, with 85 percent of its circulation going to 
hospitals and hospital executives. 

Sixteen years under the same ownership— 
twelve years under the guiding hand of the same 
editor — have built for Hospital Management an 
editorial preference based on actual merit which is 
reflected in a 52 percent increase in paid circula- 
tion during the past five years and a subscription 
renewal rate of 82.47 percent—far and away the 
highest in the field. 

Because of this tremendous increase in circula- 
tion, and because its advertising rates have been in- 
creased only once in the past five years, Hospital 
Management’s rates, based on actual buying power, 
are nearly 25 percent lower than those of any other 
publication in the field. They are in fact the lowest 


rates at which identified hospital circulation has 
ever been sold. 

And what circulation this is! Not just any old 
hospitals, with half a dozen beds, but the very cream 
of the field—the largest and most important units. 
Eighty percent coverage of the 1931 Approved 
List of the American College of Surgeons testifies 
to that! 

This, too, is important: Hospital Management 
is made up so that advertising is given a chance to 
be seen and read. There are no “blind spots” in the 
magazine—no solid advertising sections which can 
be turned over without a glance. Every advertiser, 
regardless of the size of space used, gets position 
beside reading matter. 

And to top it all, Hospital Management offers 
an all-around service to advertisers which is far 
superior to anything else in its field. 

The most important unit in this service is the 
Daily Bulletin of Advance Information. Issued 
every business day except Saturday, it is the only 
daily service of its kind in the field. It regularly 
supplies advertisers with live tips on new construc- 
tion, additions and alterations to buildings, changes 
in executive personnel, etc. It supplies the greatest 
number of tips, and gets them to the advertiser with 
the greatest possible speed. : 

Other units in Hospital Management’s service 
are equally important. A complete directory of 
hospitals and allied institutions, the listing of adver- 
tisers’ sales literature in a special monthly depart- 
ment, the unique editorial feature known as 
“AD-venturing”, and regular listings in the Buyers’ 
Guide to Hospital Equipment and Supplies, all con- 
tribute to give the advertiser a real bargain for his 
advertising dollar. 

Everything you could ask for in a hospital mag- 
azine, Hospital Management gives you—at less cost 
during 1932 than ever before. 

Let’s talk business! 


HOSPITAL MANAGEMENT 


The practical journal of administration 


537 S. DEARBORN ST., CHICAGO 


GRAYBAR BUILDING, NEW YORK 


The only hospital journal member both A. B. C. and A. B. P. 
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Plan for Cheaper 
Ethyl Is Shelved 


The Ethyl Gasoline Corp., New 
York, has withdrawn a_ tentative 
proposal to license the use of lead 
tetraethyl in non-premium gasolines. 

President E. W. Webb announced 
the company will devote all its ef- 
forts to stimulation of premium fuel 
business. 


Announce Fence Contest 


The Keystone Steel & Wire Co.. 
Peoria, Ill., will give 85 cash prizes 
totaling $1,775 for ideas on “How 
Good Woven Wire Fence Helps In- 
crease Farm Income.” Among the 
judges are Burridge D. Butler, pub- 
lisher of Prairie Farmer, and John 
P. Wallace, publisher of Wallace's 
Farmer. 


“National Engineer” 
to Pay Commissions 


National Engineer, Chicago offi- 
cial publication of the National As- 
sociation of Power Engineers, has 
announced it has put into effect an 
advertising agency commission of 10 
per cent. The cash discount is 2 per 
cent. 

The change is effective with the 
January issue. 


Zimmerman in Dayton 

W. A. Zimmerman, formerly New 
York manager of Mitchell, Faust, 
Dickson & Wieland, has joined the 
Geyer Company, Dayton agency. 


THOMPSON HAS 
A COPY SCOOP; 
SO HAS JONES 


New York, Jan. 7.—The new “Day 
Drowsy” and “Day Dozer” poster 
campaigns of the Thompson Malted 
Milk Company prove that, though 
it is a far cry from mattresses to 
malted milk, the two products have 
a common advertising denominator. 

The idea for this series was con- 
ceived by H. E. Jones, of the service 
department of the Chicago Elevated 
Advertising Co., who suggested it to 
a prominent mattress manufacturer 
a little over a year ago. The com- 
pany liked it but decided in favor 
of copy illustrating the many posi- 
tions assumed in the course of a 
night’s sleep. 

Roughs of the campaign were re- 
turned to the file where they rested 
undisturbed until Sam Thompson, 
vice-president of the Thompson 
Malted Milk Company, recently 
called for suggestions based on the 
efficacy of his malted milk in induc- 
ing daytime alertness. 

His plan, no doubt, was to catch 


competitors napping. While malted 
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tising field. You can 


$l aYear. 


USE THE 


ADVERTISING AGE, 
537 S. Dearborn St., 
Chicago. 

You may enter my subscription for one year. 
$1 (check, currency, or money order). 


10 Minutes a Week 


If life is a constant race against dead- 
lines, that’s all you need spend to keep in 
touch with major developments in the adver- 


Advertising Age in that time. 


Advertising Age is edited for advertis- 
ing men to whom time is important. 


No opinions, no frills, no oratory. Just 
facts, simply and briefly told. 


skim the headlines in 
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ADAPTING OLD COPY TO NEW USE 


His name was_ John Jones 
__yet people called him FipWan Winkle 
& Day Dozer 


DOUBLE DAYTIME ENERGY <= 


= 


milk has frequently been recom- 
mended as an aid to the sandman, 
its antithetical properties had not 
been exploited. 

To secure Mr. Thompson’s ap- 
proval of his mattress campaign, 
Mr. Jones had only to change the 
signature logotype, with which the 
word drink is incorporated, and add 
a small illustration of the package. 
The one other change, the addition 
of double to the continuity phrase 
“for double daytime energy,” was 
made to tie in with “double malted.” 

Samples of the text lines which 
are proving just as pertinent to 
malted milk as to mattresses are: 

“Early to bed—late to rise, yet 
Day Drowsy.” 

“His business chair—yet the office 
bed of a Day Dozer.” 

“A custom-made suit—yet the of- 
fice pajamas of a Day Dozer.” 

“Snores were never heard—yet he 
was a Day Dozer.” 


Winchester Continues 


Following purchase by the West- 
ern Cartridge Co., East Alton, IIl., 
the Winchester Repeating Arms Co., 
New Haven, Conn., will be operated 
as a separate business, retaining its 
former personnel and jobber distri- 
bution policies. 


Harding Turns Author 


Richard Harding, publicity man- 
ager of the American Mutual Al- 
liance, Chicago, resigned to go to 
Oklahoma, where he will work on a 
series of western stories. He will 
continue as merchandising counsel 
for several Chicago firms. 


State Spends $300,000 


The Colorado Association’s appro- 
priation for the fourth year of its 
campaign is $300,000. Magazines will 
get the major share, with news- 
papers and radio participating. 


Ely to New York 


Vincent D. Ely, manager of the 
San Francisco office of Williams, 
Lawrence & Cresmer, newspaper rep- 
resentatives, will become co-manager 
of the New York office in February. 


New Heinz Policy 
Speaking in Louisville, Ky., Frank- 
lin Bell, advertising manager of the 
H. J. Heinz Co., Pittsburgh, said the 
company will do more advertising of 
individual products in 1932, less of 
“Fifty-Seven.” 


Commerce Department 
In $17,000,000 Home 
The United States Department of 
Commerce occupied its new $17,000,- 
000 home Jan. 4. 
The building is 1,051 feet long, tri- 
sected into three units. 


Plans Show Number 


The New York World-Telegram 
will publish its annual motor boat 
show number Jan. 22, the opening 
day of the Motor Boat Show at Grand 
Central Palace. 


Walter Baker Moves 


After eight years as vice-president 
of the Ambassador Hotel Corp., New 
York, Walter Baker has become ad- 
vertising manager for Reliance Prop- 
erty Management, Inc., New York. 


“Harper’s” Cuts Rates 


Harper’s Magazine, New York, has 
reduced its page rate $20. 


WILSON BROS. 
SPONSOR NEW 
TYPE OF CHAIN 


Chicago, Jan. 7.—To give dealers 
the advantages of chain operation 
without sacrificing independent own- 
ership, Wilson Brothers are intro- 
ducing the Straight Line Plan. 

This is a new phase of the com- 
pany’s concentration policy, allow- 
ing dealers to buy a certain propor- 
tion of a new brand of popular price 
merchandise. 


With an elastic voluntary chain 
set-up as the ultimate objective, the 
company recently began the manu- 
facture of swimming suits and the 
jobbing of spats, gloves, sweaters 
and leather jackets under its own 
label. 


The new merchandising idea is 
presented by asking retailers to co- 
operate in solving manufacturing 
problems and then pointing out how 
such co-operation will benefit them. 

Depending on the number of de- 
partments concentrating and the 
amount of purchases, the company 
formerly gave extra discounts on the 
entire line to dealers who bought at 
wholesale 50 per cent of their sales 
at retail. 


In round figures, this meant that 
the Concentration Dealer was 
obliged to buy 70 per cent of his 
requirements from Wilson Brothers. 
He was also required to furnish cer- 
tain information regarding stock 
movements, mark-up and other sales 
data. 

The amended plan affords more 
independence and flexibility, with 
irksome restrictions eliminated. 

To benefit from the Straight Line 
plan, dealers must place orders for 
Straight Line label merchandise sev- 
eral weeks in advance. Pooling the 
orders, the company will manufac- 
ture the goods in one run, eliminat- 
ing the cost of handling many small 
orders, carrying stocks through the 
season and disposing of surplus ma- 
terials. 

Dealers are reminded that, where- 
as the chain unit must accept cut- 
and-dried plans handed down by a 
central office, each concentrator re- 
ceives individual service from Wil- 
son Brothers covering advertising, 
display, style and design and store 
plans. He also has the advantages 
accruing from his own experience 
and freedom of initiative. 

On signing the new concentration 
agreement, which obligates him only 
to be “conscientious” in his concen- 
tration and which makes no men- 
tion of size or percentage of pur- 
chases, the dealer receives an elec- 
tric store sign reading, “Authorized 
Concentration 
Brothers—Haberdashery.” The com- 
pany provides the sign without 
charge for the duration of the agree- 
ment. 

Straight Line merchandise, identi- 
fied by a label reading, “Wilson 
Brothers Straight Line Value,” will 
not figure in the company’s adver- 
tising, except incidentally, for at 
least a year. Copy will continue to 
emphasize Advance Guard fashions, 
a new line originated a year ago. 
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Classified 
Advertising 


The rate for this department is 
40 cents a line; minimum, $2. 


PUBLICATIONS WANTED 
We have evolved methods which, 
applied to some periodicals, yield net 
income instead of loss. In confidence, 
submit advertising, circulation data, 
for last six months. Industrial Di- 
gest, 80 Washington Street, New 
York City. 


“Fabrics Sell Cars” 


“Smart fabrics sell cars” is the 
heading of pages used in January 
automotive papers by the American 
Woolen Co., New York. The com- 
pany will exhibit at the New York 
Auto Show. 


Appoints Mace Agency 

The Sta-Rite Hair Pin Co., Shelby- 
ville, Ill., has appointed the Mace 
Advertising Agency, Peoria. Roto- 
gravure, magazines, business papers 
and direct mail will be used. 


Norwich Splits Account 

Following the appointment of 
Street & Finney for several of its 
products, the Norwich Pharmacal 
Co., Norwich, N. Y., has picked Ruth- 
rauff & Ryan for Edrolax. 


Appointed for Radio 
Du-Bay Radio Sales, Omaha, has 
taken charge of radio advertising for 
the Berry Seed Company, Omaha 
mail order house. 


Kerin Makes Venture 
A. J. Kerin, former general sales 
manager of the Postal Telegraph 
Company, has bought an interest in 


Tower Bros. Stationery Co., New 
York. , 
Sell Iowa with 
in the 
DES MOINES 
ouaaee fy h perete 9 
+ « one color 


news sections 


Circulation exceeds 245,000 
Daily and 210,000 Sunday 
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om LET US SERVE YOU om 


33 W.ADAMS ST. CHICAGO ] 


To a Publisher of a High Grade 
A. B. C. Class Publication : 


If you want to materially increase 
your volume in the middle-western 
territory and possibly reduce the cost 
of getting business, it might pay you 
to get in touch with me. 


For fifteen years I have fonronented 
one successful class publication. I 
took hold of it when it was a com- 
paratively unknown paper and I have 
had considerable to do with makin 
it the recognized leader in its field. 
expect to continue with this present 
connection. Because of my experi- 
one. I am sure I could successfully 

paeeeens another high-grade estab- 
lis ed class publication—one with 2 
minimum rate of at least $200.00 
age. Will work on a commiss on 
asis. Address 116, a Age, 
37 S. Dearborn St., Chicago, Il 
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NOT ONLY To DRAW 
GOOD ADVERTISING 
CARTOONS BUT TO 
DO THEM INEXPEN- 
SIVELY AND DELIVER 
THEM PROMPTLY 
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HOW ROSENWALD 
CREATED BIGGEST 
RETAILCOMPANY 


(Continued from Page 1) 


and when they did he would have to 
establish stores next to them in 
order to compete. He lived to see 
this prophecy come true. 

Mr. Rosenwald’s talent for selling 
earned for him one of the highest 
distinctions ever accorded by the 
United States Government. After 
serving as chief purchasing agent at 
a dollar a year, he was sent to 
France in the last year of the war 
to “sell the country” to the soldiers. 

Thus he became the first and last 
“official salesman” of the United 
States and he told personal friends 
it was the most enjoyable job he 
ever had. 


Building a Market 


Mr. Rosenwald went to work 20 
years ago on an idea which is still 
regarded as revolutionary. 

His plan to build his market by 
increasing farm incomes had its in- 
ception in 1913, when he offered $1,- 
000 to each of the first 100 counties 
to employ county agents. These men 
functioned to bring the results of 
scientific research to the farmer in 
such a way that he could apply it 
practically. 

Later the Smith-Lever law was 
passed which established a national 
organization of county agents at 
Government expense, while Mr. 
Rosenwald continued to share the 
work through the activities of the 
Sears-Roebuck Agricultural Founda- 
tion, which he described as “a mail- 
order county agent.” 

It was an agreement on selling 
methods, rather than a business op- 
portunity, which caused Mr. Rosen- 
wald to join Richard W. Sears in the 
development of his mail order busi- 
ness. Mr. Rosenwald was tremen- 
dously impressed by Mr. Sears’ dar- 
ing advertising offering watches on 
trial with no money down. It con- 
vinced him of Mr. Sears’ sincere 
belief in what he was selling and 
coincided with his own ideas regard- 
ing the inherent honesty of the 
public. 

When ‘he entered the mail order 
business in the late nineties, Mr. 
Rosenwald lost no time in making 
his own contribution along this line 
—the money-back guarantee. His 
explanation was that it embodied his 
philosophy of copy writing. 


Truth in Copy 


“It is essential for the merchant 
to tell the exact truth about what he 
has to sell,” he said. “It is essential 
to deal with patrons on the basis of 
a belief in their honesty. 

“Our catalog misrepresents noth- 
ing. Complete exact statements 
about our merchandise help us more 
than anything else.” 

In enforcing the rule that catalog 
copy must tell only the truth and 
make it understandable, Mr. Rosen- 
wald went to such lengths that he 
was often accused of business heresy. 
He would not permit rabbit fur to 
be called “Baltic seal,” though such 
was the approved trade practice. A 
copy writer who could find 11 specific 
facts to state about a common ham- 
mer received his personal compli- 
ment. 

“The catalog should make the cus- 
tomer see the goods,” he said. “Let 
the merchandise sell itself.” 

From the start of the money-back 
guarantee, less than one order in a 
thousand has been returned. In five 
years after its adoption, the business 
had doubled. : 

Much of his company’s success was 
due to Mr. Rosenwald’s personal 
study of markets and merchandise. 
He looked for indications of public 
tastes and interests and sought to 
anticipate them with wanted goods. 


Population Study 


He noted for example, from sales 
of a certain type of corset that there 
would be twice as many babies born 


in 1920 as in 1919. The next issue 
of the catalog, consequently, was re- 
plete with layette and infant wear 
items, 


He originated advertising based on 
scientific tests, and pioneered in 
standardization of sizes when most 
wearing apparel was made “skimpy” 
in the cheaper grades and bigger in 
higher priced grades. 

Among the original ways he 
thought of to build good will was to 
ship orders on personal checks. 
Total losses from this “bad business” 
have been less than 1/40 of one per 
cent, again vindicating his faith in 
inherent honesty. 


As it was necessary to add a slight 
margin to catalog prices for protec- 
tion against price increases, Mr. 


Rosenwald made it a practice to 
refund this margin, if there was no 
increase, or if prices declined. The 
refunds were made in checks which 
could either be cashed or applied 
against the next order. Almost in- 
variably they were redeemed for 
merchandise. 


Pottery Appoints Bott 


Camark Pottery, Camden, Ark., 
has appointed the Bott Advertising 
Agency, Little Rock, which will use 
business papers. i 


Agency for Stahl-Meyer 

Stahl-Meyer, Inc., New York, fresh 
and smoked meats, has placed its ac- 
count with Batten, Barton, Durstine 
& Osborn. 


Start Big Campaign 
for Olympic Games 

What is said to be the largest 
campaign ever placed behind a sports 
classic was launched this week by 
the All-Year Club of Southern Cali- 
fornia for the Olympic Games. 

The campaign will run in 37 news- 
papers and 20 magazines. 


Law Opens Agency 
Howard Law, member of the Poor 
Richard Club, Philadelphia; has 
opened an agency at 129 N. 12th 
street. 


New Publisher 


Keane’s Financial Publications 
have been incorporated at Newark, 
N. J., by Charles P. Keane, George 
A. Layng and Jacob Schaefer. 


L’Engle in Charge 

Phil L’Engle, formerly sales pro- 
motion manager for Oakland-Pontiac 
in Atlanta, will be in charge of all 
General Motors advertising for the 
Southeast when the company opens 
its consolidated sales department in 
Atlanta. 


Morris with Agency 
Theodore Morris, formerly assist- 
ant advertising manager of the B. F. 
Goodrich Co., Akron, O., has joined 
Meldrum & Fewsmith, Cleveland 
agency, and will service the Willard 
Storage Battery account. 


Appointed for “Leader” 


B. A. Ohlander, Denver, Colo., has 
been appointed national advertising 
representative of the Fort Collins 
(Colo.) Leader. 
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yuu find the 1932 MARKET DATA BOOK 
particularly valuable for ‘‘quick pick-up” 


various markets for your products — particu- 


larly your new ones. It 
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will also be of value 


whenever you need basic figures and informa- 
tion about specialized and industrial markets. 
It is conveniently arranged and indexed so 
that you can get all of the essential figures 
usually contained in preliminary market studies 
without having to take ‘‘time out’’ to do a 
private research job. Reach for THE MARKET 
DATA BOOK and in one quick pick-up you'll 
find out how many units in a given market, 
what and how they buy; how much; when and 
through what channels. You'll also find under 
each market heading a complete list of the 
publications covering the field, along with cir- 
culation figures, rates, closing dates, discounts, 
) addresses, etc. 

You'll find this 
new book partic- 
ularly valuable in 
checking thesales 
possibilitiesin 
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Quick! Pick up your pen. 
Use the coupon and get 
it started on the way. 


to you to know before deciding to enter or 
stay out of a certain market, just what pub- 
lications offer the type of coverage you need for 
your advertising and what it will probably cost 
you to use them. THE MARKET DATA BOOK 
couples information about markets with data 
on publications in such a way that many of its 
users consider it indispensable for use when 
making up publication advertising lists. 

THE MARKET DATA BOOK is published 
as a service to sales and advertising executives. 
It is not for sale. It is offered to you without 
charge with your subscription to CLASS AND 
INDUSTRIAL MARKETING —a monthly 
journal covering every phase of selling and ff 
advertising to specialized and industrial / 
markets. 7 

It’s an alert, seasoned journal con- it 
taining ideas that you'll find useful ,/ 
now in your own business. ey ss 


is | | ee | | Pe 
| a 
_ ) ee 
sh, | . 
let “ae a _ 
ce, | eee sr 
ta, | 
Di- | 
ew OtCd Po ae 
oe 
= ———eeee____ eee ——————————————————————————e—eaeaeaeaoaeaI=c={=[=[={={={={={=[{—{—==—{={x{_?—x_rr{€F=—_[—[_["«<==$=>$>T>rL==—LS|=|=|={[—=———>—S=. Be) ia ; 
ne | 
= | ao 
ym- 4 eran 
ork i / ° | Tie 
te / 1 a 
Sl | ae 
iby- pees 
ers Pi 
' P : 99 . - a 
: ick-up a/ 4S g 
7 ee ‘i 
ical = : 
uth- ° LL 
will mean [| |) Se 
has 4 ITW\ F eT as, : 
= a ot in / ’ Wa MEETS BB a 
aha > Ss Pea Sra peer W are: Se 
= _ veer ER areas | FS be aon 
| an a ey x NE NEEIPEN ia 
| gl } ) * MW i os Se alee 
9 ? B Vg 8: vee 
4 | 1 3 2 . —\ iy, < 3) / / | WSS ire + 
t in a le aA Pg ee Pt 
New ( ; — aw CS MN aE 
S y) paki feeds 
| ) ts) Nees —— 
r | | | 
ctions 
‘avure i 
Comic | sa 
| | , 
= 
Soe 
rade | = 
13 | 
rease 
stern WW 
cost | | I on 
~~ HA) 7 oe 4 
ented is ND 7 4 v4 
n. I 1 rT 4 Ra 
com- ( 
have | ¢ oe a 
14. i | yt Ps i 
esen { B= “uk Pe 
fully | py ~ i A wg ai 
stab- MN A ? r (ey) &, Si i . 
oper _. Qj Yf F ~ . y y) 4 ag Po y et fh 
ission Y VA GO 7, | C2 a’ cs Fie : 
. Y YY Yj i "e . 
“Ree, £ , REAR oo, 3 y Ki ORS Pog Y 
——— Un, UY Uy > " e935 4 P - ‘4 
FT Ny ie TERR A MSS" foe ee ae 
> DRAW S ~* — v4 ey v4 of ~ shh tae 
SING te, iat ~ e “ @ e gener. 
EN i = iM ot A ee | 
zane — ys Leos - “y : 
4 
Pe . 
\ 
: is sae is Se < Cet Rp eens: piesa nck Ste ees ert hikes eee ey Saee an soar ae ME ge : ; ; * y f _ - 
ee tao t™ ae ae ee eee! oy ee 


Pe, 
aa 


16 ADVERTISING AGE January 9, 1932 
THE RIGHT MIRROR MAKES THEM BEAUTIFUL BERNARR MACFADDEN PRESIDES AT OPENING OF ONE-CENT 


RESTAURANT 


——) 


The one-cent restaurant established in New York by the Bernarr Macfadden Foundation 
is feeding thousands daily. A typical menu includes cracked wheat, green pea soup, 
seeded raisins, whole wheat bread, creamery butter, raisin coffee, soaked prunes, pos- 
tum coffee and cereal coffee. Chairs have been excluded as an unwarranted expense. 


That's the assertion of the Henkel Edge-Lite Corp. Chicago, which i : 
mnathoting to Cod. Voulty- silver, with Ughts In the frome Ser JOINS D'ARCY NEW AND OLD G-E PUBLICITY HEADS 


perfect make-up. 
PRIZE-WINNING CANNON WINDOW 


SS St 


_ The M. E. Blatt Co., Atlantic City, took a prize with this window in | 
the contest conducted by Cannon Mills. 


: Edward M. Flesh, former head of Chester H. Lang (left) who has been appointed manager of the pub- 

DISPLAY PROTECTS DEALER'S PROFIT the United States Grain Corp., licity department of General Electric Co., Schenectady, N. Y., 

has joined the D'Arcy Advertising succeeding Martin P. Rice, who retires after 37 years’ service with 
Co., St. Louis the company. 


IT ALL DEPENDS ON WHAT THE SHIRTS ARE STUFFED WITH 


ee I 


% 


8 Sy ee. 


agg 


taurR a BLACK 


Eminent advertising men applaud address of Edgar Kobak, vice-president of McGraw-Hill Publishing 
Co., before the Advertising Club of New York, on "Stuffed Shirts." Seated, left to right, Allan 
Brown, Bakelite Corp.; Mr. Kobak; Charles E. Murphy, club president. Standing, William A. 
This 1932 display fixture not only helps sales, but makes pilferage Wolff, Western Electric Co.; Martin J. Birne, American Radiator Co.; Malcom Muir, McGraw- 
difficult, a point said to be increasingly important. Hill president; and Stewart S. Schuyler, advertising director New York American. 
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